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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial AC ucts is Sandalwood — Santalum Album 
and agricultural development of My- if A ws _ (Linné). Obtained from selected My- 
sore has gone steadily ahead. Plans to \@ RUSE SOE: sore heartwood, Genuine Mysore 
develop Mysore’s vast resources will con- <i Sandalwood Oil, distilled at our 
tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 
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Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 


NATIONAL C8 ove CALIFORWIHIA e LONDON . MITCHAM ¢ wiowmwes 
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Editorial 


Comment 


An Unusual but Farsighted 
Viewpoint of Top Management 


“Be sure that you love the or- 
ganization for which you work. 
You cannot be a success if life if 
you are not completely in love 
with your job.” These are not the 
words of an agitator but the sound 
advice and the human, friendly 
counsel of Philip Cortney, presi- 
dent of the big Coty organization 
as he presented awards to all em- 
ployees who have been with the 
company for 15 years or more. 

“OF course,” he added, “we all 
strive hard to improve our stand- 
ard of living. But no monetary 
compensation is more important 
than the joy an individual gets 
from a job he loves. The main joy 
in life comes from the satisfaction 
of achieving something, from the 
joy of creating, of being useful, 
from the joy of serving. I feel cer- 
tain that all of you who enjoy 
your work feel a sense of pride and 
personal dignity and achievement 
when you see the products we 
make in stores or in the hands of 
people using them. The knowledge 
that we have somehow contributed 
to the production of goods which 
add to the welfare of people gives 
us a feeling of pride and achieve- 
ment. 

“The spiritual qualities of hu- 
man beings cannot be purchased 
with money or favors, but these 
are the qualities which give a sense 
of dignity and self respect to a 
man. 

Regardless of how powerful or 
wealthy—or  forgetful—he ‘may 
have been, no man succeeds with- 
out the helping hand of his associ- 
ates. The high calibre business 
leader never forgets to hold that 
hand. To him leadership of a great 
enterprise is a privilege and a 
responsiblilty. 


Penalty for Violating F. T. C. 


Final Order Excessive 


Throughout the cosmetic, flavor 
and allied industries the feeling is 
that the penalty provision of a 
$5000 fine daily for each violation 
of a Federal Trade Commission 
final is excessive. Developments of 
the law enacted March 16 will be 
followed closely. 
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A GREAT OAK «++ 


LIKE THE PROVERBIAL OAK, Avon Allied Products, 
Ine. has its roots deep-down... nourished in the basic 
traditions of our industry. Firmly foundationed on 
the founder’s ideals of integrity, sincerity and crafts- 
manship, the Company has flourished and matured 
into the largest manufactory of Private Brand Cos- 


metics in the world. 


Today, Avon Allied’s branches extend from coast to 
coast and into Canada to serve you more efficiently. 
Yet, its efficiency is never dissipated by over-eager 
attempts to serve a vast number of clients, lest the 
results fall short of the Company’s purpose: To pro- 


duce and assemble products built to the highest 


standard known to the American cosmetic industry. 


When you are considering improving a product or 
creating a new one, it is good to know these things 
about Avon Allied. Take advantage of the opportu- 
nity to use the superior facilities and knowledge 
which Avon Allied’s technical staff puts at your dis- 
posal: Men with a wealth of experience and special- 
ized skills and the most modern scientific equipment 


that can be bought or developed. 


By utilizing Avon Allied’s highly specialized service. 
developed during more than sixty years of successful 
operation, you too may confidently look forward to 


the fulfillment of your own long line of “Great Oaks?” 


(Aron Med Ppodactt we 


Makers of the World’s Finest Cosmetics + Private Brand Specialists 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Plant and Labor*xtories: SUFFERN, N.Y. + PASADENA, CALIFORNIA «+ MONTREAL, CANADA 
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BORNYLACETATE'. = 


Since introducing Bornyl Acetate Felton to the 
trade somewhat less than a year ago, its increas- 
ing acceptance is proof positive of its recognition 
as an indispensable ingredient where a fine, fresh 


pine needle note is desired. 


Bornyl Acetate Felton, naturally present in Oil 
Pine Needles Siberian (Abies Sibirica) is now 
offered at such a low price that it is no longer 
necessary to compromise with the oral Crude. 


Iso Bornyl Acetate. 


. 


Use Bornyl Acetate Felton — Stable in Soap. 


EL EIRIRDIRPAPRPPER aay) 


BORNYL PROPONATE-pure, 


long lasting and refined note for the best in Pine Needle 
effects. Known and used for years by master perfumers, 


; now because of its low price and ready availability, Borny! 
Write for 


Acetate Felton recommends itself to the selection of per- 
samples and 


fume compounders in every price field. 
quotations. ° 
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A touch 


of magic! 







It’s surprisingly inexpensive to add magic 
sales appeal to your produet with 


costly-looking containers like these. 


Exclusive manufacturing methods 
permit us to make multi-colored finishes 
and embossed designs on a variety of 


materials mechanically and economically. 


Take one of the containers shown here, 
the lipstick. Scovill found a new way to 
create an intricate, inlaid pattern . . . 


and keep it in line with a modest budget. 





There are simple solutions for many 
problems in our wide array of containers. 
Best-selling brands in Or we can completely re-style your 
leading stores have present package with a family look 


uniquely yours. Won’t you call us in? 





> . . 
Phone or write SCOVILL MANUFACTURING COMPANY, Drug and Cos- 


ead s : A PRODUCT OF SCOVILL 
metic Container Division, 62 Mill Street, Waterbury 20, Conn. 


o ; 2 = : 
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Some fleuroma Basic Specialties of fundamental importance to the creative Perfumer: 


Aldehydene. Modern aldehyde 
base, exceptionally stable because 
of new aldehyde-acetal combina- 
tion. 





Opoponax F. The classical Am- 
ber-Opoponox type, of highest 
concentration, purity and fixation 
value, yet non-crystallizing and 
non-precipitating. 





Convallarol. A Lily Base to 
create a pervasive naturalness in 
floral and fancy compositions, 
smoothing any synthetic notes. 





fleu ro m a inc. 73 sullivan st. new york 











C/E WISELY 





Right at the start of planning, consider f 
carefully your selection of the perfume 
that is destined to carry your new 


product to success. 
Perfume is persuasive . .. Plan it wisely! 


Consult the skill and experience of 
van Ameringen-Haebler's perfume 


chemists. 











an Amerincen~ HMaesrer, Inc. 
manigfacta CCV and c MOU Sf he Senesl poyfeme reader, 


S521 WEST 57 STREET, NEW YORK 19, N. Y. 
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SHEET-FED PAPERBOARD GIVES ABSOLUTE FIDELITY IN 





TR 
ga a ry REPRODUCTIONS 


eg 


’ 
————— 


A new field of packaging for the PERFUME, COS- 
METIC AND TOILET GOODS INDUSTRY has just 
been opened by the ROBERT GAIR COMPANY 
through the installation of SHEET-FED gravure 


presses for multi-color printing of folding cartons. 





This spectacular new and exclusive development allows color printing 
perfection, formerly associated with art reproductions on fine papers, 


to be applied on paperboard... thus eliminating expensive outside 


ee 


wraps on your cartons. 


With this new GAIR-gravure process, wider illustrations of a product 
can be printed on the package, unlimited types of art and the widest 
range of color-photographic techniques can now be used... pastel 
tones often used on PERFUME, COLOGNE AND TOILET GOODS 


cartons can be reproduced with the utmost delicacy, fidelity, realism. 





Demonstration of one of the huge new presses 
that produce Gair folding cartons by sheet-fed 


gravure method. This artistic gravure printing achievement will enhance the persuasive 
eye-appeal of your cartons, as well as provide worthwhile economies. 


Low costs prevail even on short runs. 


— 


Write for sample and complete information about 


fRib GAIR’s new Gravure printing process for multi-color cartons. 


ROBERT GAIR COMPANY, INCORPORATED 


NEW YORK e TORONTO 
PAPERBOARD e FOLDING CARTONS e SHIPPING CONTAINERS 
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Lilac Sweet 
Schimmel & Company 


This classic lilac is one of 
our most successful synthe- 
tic floral ottos. It is useful 
both in a purely lilac per- 
fume and in a bouquet. 








& co... 
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Lilac of the Valley 


Schimmel & Company 


A favorite of perfumers for 


many years, this fine lily of 
the valley is forceful, tena- 
cious and perfectly balanced. 
[€ can be used alone or with 
other perfume ingredients. 


ime. 


601 West 26th Street, New York 1, N.Y. 
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R.BENNETT & CO..INC- 





How to stant, a big DusimES On. Ace 
siact wilh A Norda Original 


Here’s your new odor. Here’s your chance. 
Use A NORDA ORIGINAL to create a 


best-selling, unique line of products. 


Choose your own NORDA ORIGINAL to 
make your complete line desirable and 
distinguished. Give your colognes, toilet 
waters, creams, perfumes, deodorants, 
soaps, lipsticks, a memorable, modern fra- 
grance. Plan to appeal to smart women 
with this lingering, spicy, different hou- 


quet. 


Try A NORDA ORIGINAL. Ask Norda. 
first to talk good sales scents, for this 
smell that will sell new products. Send 


for free samples today. 


A RAKES 
G ENTS 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOSANGELES + ST.PAUL + MONTREAL + TORONTO + HAVANA + MEXICOCITY + LONDON = PARIS 
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WE RECOMMEND THE USE OF 


SYNTHETIC PATCHOULI 1474 
& 
ARTIFICIAL GERANIUM 5-T-2 


WHENEVER THE NATURAL OILS 
ARE TOO COSTLY 


ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & O.) FRANCE 
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AROMATIC PRODUCTS, INC 





RECOMMENDING 


ORBIS 
SERIES No. 600 


PERFUME CONCENTRATES 


for the manufacture of a moderately priced line of 
perfumes, colognes, toilet waters, cosmetics, ete. 


dis Available in the following odors— 


Bouquet CH Corylopsis Jasmin Neroli 

Bouquet de Oriente Crechene Jockey Club New Mown Hay 

Bouquet Kashmiri Cuir de Russie Lavender Oriental 

Bouquet Parisienne Divinia Lilac Rose 

Bouquet TB Florida Magnolia Sweet Pea 

Chypre Gardenia Millefleurs Violet 

Cologne Heliotrope Muguet Wistaria 
Honeysuckle Narcisse 


Uniformly priced 


25 or 50 lb. lots $6.00 per Ib. 
5 lb. bottles 6.15 per Ib. 
Trial Pounds 6.25 per lb. 


Samples available to manufacturers only. 


PRODUCTS 


COSMETIC RAW MATERIAL PERFUME BASES § QUINCE SEED § AROMATI Soe eer area 
WATER SOLUBLE GUMS ESSENTIAL OILS | OLEO RESINS THYMOL 215 PEARL STREET, NEW YORK 
FOOD COLORS FRUIT FLAVORS STEARIC ACID WAXES REESE ATOR aE ee ene ee 


_CHICAGO PHILADELPHIA BOSTON LOS ANGELES \/ MEMPHIS, TENN. 


= 


o716 Am: . mn . 
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.. the answer to your 1 


y in Oil of Ylang YI 


. And at half the price! BASICOL YLANG Extra is a synthetic replacq 
for the natural oil, made entirely of readily available materials « 
independent of imported ylang. In presenting this new product, we fee 
our laboratories have succeeded in producing a remarkable duplication ¢ 
ylang, not only in its basic odor but in-its characteristic top notes as well. It 
extremely lasting and undergoes very little change during its entire evap 
range. It is conspicuously lacking the harsh chemical notes so often encou 
ordinary imitation oils. BASICOL YLANG Extra would be a valuable addi 
to the perfumer’s stock of useful raw materials at any time; with sup 
natural ylang unavailable at present or in the foreseeable future, BASI 
YLANG Extra now assumes a position of real importance, both as a str¢ 


of existing stocks and as a complete substitute for the genuine oil. 


da i enna fie. 
PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N.Y. 


BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, * Chicago, Illinois, Cincinnati, 
Obio, Cleveland, Obio, Dallas, Texas, Detroit, Michigan, *Los Angeles, California, Philadelphia, Pennsylvania, 
San Francisco, California, *St. Louis, Missouri, *Toronto, Canada and * Mexico, D. F. FACTORY: Clifton, N. J. 
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TERS, Inc. 


too sweet -— citrus top note; 
somewhat Spicy with a faint, 
herb-like quality, 


Remarks: ‘this is a very in- 
teresting lotion perfume. It 
is recommended for use at the 
rate of 1 oz. of oil per gal- 
lon of finished preparation in 
a 75% alcoholic medium, 





A NEW 
REPLACEMENT OIL... 


Fixe again, our laboratories are able to provide relief 
for one of the perfume industry's burdensome supply problems. 
Due to political and economic conditions at source, good Oil 
of Ylang Ylang is virtually impossible to obtain today except 
in very nominal quantities. This poses a serious problem for the 
perfumer and soap maker as ylang oil is one of the most im- 
portant in the perfume makers manual. It is invaluable as a 
soft, sweet modifier of jasmin, lilac, lily, violet and various 
oriental blends . . . . Happily, after long study, we can now 
offer a practical solution to this problem — BASICOL YLANG 
Extra, a specialty that will be favorably received, we confidently 
predict, by even the most discriminating user. For more 
details... . 


© © | | |] || MEASE UNFOLD THE Pace 


OUR PERFUMER'S 
SELECTIONS ... 


nia this month, we are instituting a new 


series of advertisements featuring perfume selections specially 


chosen and recommended by our perfumer as outstanding 
values for the purposes indicated. These will be highlighted 
with enough information to suggest the composition’s character 
and possible uses. Samples and further details may be obtained 
by addressing a request on your letterhead to our Perfume 
Division mentioning the compound number of those items 
which interest you. Consider these current selections and look 
for “Pages from Our Perfumer’s Notebook’’ in this same spot 


in succeeding months. 


PLEASE TURN THE PAGE s = ee 9 * 9 ® 


FRITZSCHE BROTHERS, Inc. 
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8 out of 10 say it’s best for 


FLAVOR 
CLARITY 
UNIFORMITY 


iiccaaaieiapmaiminieinesil 


i 
I 
i 
I 
I 
I 
l 
I 
I 
i 
1 
I 
I 
i 
1 
i 
L 


Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N.Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 


Exchange Lemon Products Co., Corona, Calif. 
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SOME OF 
ROBERTET’S 


SPECIALTIES 


ESSENTIAL OILS 


Lavandin 
Patchouly 
Sage Clary 


Thyme 
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The finest natural raw 


materials for your 


Perfumery, Soaps 


and Cosmetics... 


FLOWER OILS 


Absolute Fleur d’'Oranger 
Absolute Jasmin 
Absolute Rose de Mai 


Tubereuse Chassis 


ROBERTET & CIE. 


ORRIS ROOT PRODUCTS 
lrone 

Orris Concrete Extra PR 
Orris Liquide 100% 


Resinoine Orris Sirupeux 


P, Robertet Ine. 125 East 23 Street + ORegon 3-7585 


THE NEW YORK OFFICE OF P. GRASSE, FRANCE 
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spring sales strategy 
begins with 
Dreyer essences for 


BATH SALTS, 
POWDERS 
AND LIQUIDS 





Spring’s perennial favorites are ready 


for you...or if you desire, essences may be 

blended to your special requirements. 

The Dryer Perfume Stylist awaits the opportunity of 
serving you...with the fragrances preferred by the 


fashion-wise...priced for today’s toiletry needs. 


PINE, GARDENIA, APPLE BLOSSOM AND OTHERS 


G iy yw 


PR: IA / AS 


ma P. R. Dre 


| 


? 
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m0 


119 w, 


Gentlemen . 


Lj Please Send y 
L] We are j 
Nterest, 


Name__ 
Company. 
Street__ 
City__ 
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ett apslssleioomn 9. rt ey 
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est 19th Street 


New York, N. Y 


s 


Catalog “Re 
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-Zone__ ms 
cri ate___ 





119 WEST 19th STREET - NEW YORK 
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your products are beauty aids. 


Style-wise, beauty-conscious 


sell your share of this great market. 

















ANTIOXIDANTS 


There is no reason today why 
any cosmetic preparation cannot 
be rendered stable in the sense it 
applies to the industry, namely, 
that the product should not turn 
rancid for at least one year after 
manufacture. To begin with, the 
entire theory of rancidity has now 
been quite well established and the 
degree to which animal and vege- 
table fats need be hydrogenated for 
reasonable | stability has likewise 
been determined. Mineral oil, be- 
lieved by some to never turn ran- 
cid, will do so as every posted 
chemist in the industry knows. Sta- 
bilizers for mineral oil and petro- 
latum are also available, the bet- 
ter known being alphatocoplrerol. 
NDGA, butylated hydroxyanisole, 
ethyl heydroc: iffeate and propyl ol 
ethyl gallate are all quite sale to 
use and their value may be en- 
hanced by traces of citric or ascor- 
bic acid. The percentage required 
varies from 0.1 per cent to 0.01 per 
cent dissolved in the fatty phase. 

It is also fairly well established 
that the presence of a polyol in the 
water phase of an emulsion tends 
to also act as an antioxidant. Need 
we say more about this? 


WATER SOLUBLE FACE CREAM 


One recalls some _ fifteen’ or 
twenty years ago that a well known 
house introduced a water soluble 
or water removable cleansing 
cream. Many have even forgotten 
the brand name. The idea was 
good, and its value is again being 
tested by a new product recently 
offered at very competitive prices 
by a large soap company. 

A basis for starting yout experi- 
ments on a product of this type is 
to mix enough non-ionic emulsifier 
with a hydrocarbon mixture such 
as trough grease, used in the bak- 
ing trade. Small amounts of water 
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esiderata 


by MAISON 


G. DENAVARRE 


may be included, but the upper 
limit would be = and ten per 
cent. Perhaps a per cent of ti- 
tanium dipeide’ "would not be 
amiss. 

In any event, the hydrocarbon 
mixture should be allowed to cool 
to the cloud point, aerated to the 
extent of five or ten per cent, the 
air being homogenized into the 
product as is done with shortening. 

The resulting mixture is a fairly 
light and fluffy. product that is an 
excellent cleanser and can be 
washed off with tepid water. Nu- 
merous additions of special ingre- 
dients quickly come to the mind of 
imaginative chemists. 


SPRAY WINDOW CLEANER 


We get requests for formulations 
of this type so regularly that the 
following suggestion is offered for 
all interested parties. 

The product should preferably 
contain from fifteen to thirty per 
cent alcohol which may be special 
denatured ethyl alcohol or isopro- 
pyl alcohol with or without methyl 
alcohol. The water used should 
preferably be deionized or distilled 
water. Anywhere from 0.5 down to 
0.01 per cent of surface active 
agent may be added. Some people 
like to add in place of this a couple 
per cent of a glycol ether or pro- 
pylene glycol. T he product is often 
tinted blue. It is sprayed on glass 
windows and wiped dry, giving the 
surface brilliance. 


TRACING ISOTOPE 


It is now possible to buy stearic 
acid made with an isotope of (la- 
belled) carbon, which in turn can 
be used to produce various deriva- 
tives of stearic acid to determine 
their fate after application to the 
skin. One scientific paper on this 
subject was recently presented be- 







M. G. DeNavarre at work in his laboratory 


fore the S.C.C. by Barail and Pes- 
catore. Additional work is exceed- 
ingly desirable and one way for 
cosmetic companies to do some 
real pure research. 


PENICILLIN TOOTH POWDER 


Many months ago this depart- 
ment commented on the inadvisa- 
bility of adding a therapeutic sub- 
stance to a dentifrice, specifically 
mentioning penicillin. Since that 
time the ammonium ion has cap- 
tured the center of the stage and 
more recently high lights of some 
work uncompleted at that time, 
were touched on by Hill before the 
Society of Cosmetic Chemists. 

Now Goldman and ‘Tronstein 
have just published the results of 
their tests on 107 patients who 
used a dentifrice containing 500 
units of penicillin G per gram of 
tooth powder. The purpose of the 
study was to determine sensitivity 
to pencillin under conditions of 
normal usage; in general the re- 
sults indicate the patients with pre- 
vious known penicillin hypersensi- 
tivity to occasionally show a defi- 
nite reaction to such tests but non- 
sensitive individuals did not ap- 
pear to become sensitized. People 
with non-sensitivity further tend to 
get local reaction but no systemic 
reactions. 

An interesting addition to the 
article is a set of references that re- 
late to penicillin and caries acti- 
vity. 


CARBON “TET” DANGER 


The use of carbon tetrachloride 
as a dry cleaning solvent or as a 
fire extinguisher is a rather com- 
mon thing in our daily lives. Yet, 
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Sheffield —first to put tooth- 


Complete Variety In Stock Tubes 
paste in tubes, in 1892—has : 


Experience To Help You Develop Specialized Packages 





served packagers for over half 


© century in producing billions Make Sheffield your worry-free source of supply for instantly 
of tubes for — available stock tube items. And, if you have a ‘‘different’’ re- 
MEDICINAL ointments— quirement, you'll be glad to know that Sheffield has cooper- 
salves — jellies — extracts. ated with many manufacturers in being the first to develop 


suitable tubes for hundreds of highly specialized products and 


DRUG AND COSMETIC 


pastes — creams — shaving =) 
N 


preparations — deodorants — 


markets. 


You can depend on Sheffield’s continuity of manufacturing 


depilatories. experience to produce valve all the way. Call on the Sheffield 

INDUSTRIAL AND HOUSE Se representative nearest you for information and assistance. 

— eS re All types of tin, tin-coated, aluminum, lead, and Sheffalloy ’ 
compounds — greases — paints tubes. Free samples and catalog. Remember, packaging in 


—fillers—food pastes, syrups, > Sheffield Tubes gives your product a container that is... 


and creams Sturdy * Safe * Sanitary * Smart © Convenient. 





THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - NEW LONDON, CONN. 


W. K. SHEFFIELD ig er oo Se 8 oe T. C. SHEFFIELD 
NEW YORK 18 Sth AVE CHICAGO 16, ILL. 3132 CANAL ST LOS ANGELES 38, CAL., 7024 MELROSE AVE 


EXPORT: 500 FIFTH AVE. N.Y. CABLE “DENTIFRICE”, NEW YORK 
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few people realize the danger of 
inhaling the vapors which are 
truly, highly poisonous 

It takes but one brief exposure 
to be dangerous. We all know that 
the solvent damages the liver and 
if the person using it happens to 
be under the influence of alcohol, 
it is still more toxic 

If the carbon tetrachloride you 
have in your place is not ade 
quately labeled, be sure to put a 
warning on the container in promi 
nent type that adequate ventilation 
is required and that continued ex 
posure to the fumes is dangerous. 


SKIN SUBSTANTIVE ANTISEPTIC 
It has just been reported that 
phenylmercuric dinaphthylmeth 
ane disulfonate has a substantive 
property by affixing itself to skin 
and muscle tissue thus prolonging 
its bactericidal and mycoticidal ac 
tion for aqueous solutions pene 
trate the living epidermis, dermis 


ind connective fatty tissue to the 
point of entering into the sub 


jacent muscle. The adsorptive pro 
cess is not easily reversed. The tox 
icity of the compound is on the or 
der of that of colloidal silver. Its 
effectiveness against varieties of con 
tagious molds varies from 1:7,000 
to 1:50.000 

This may well be the turning 
point for organic mercurials and 
cationic germicides. The develop 


ment is worth watching. 


COLOR COMPARATOR 


\ small unit made by one of the 
companies specializing in indicator 
solutions has been used for the an 
ilysis of water but can be readily 
idapted to color comparison of 
transparent liquids [he set is 
rugged in construction and utilizes 
standard tubes. The unit can be 
bought for around $20.00. It will 
cost you more than that in your 
plant engineer's time to make one 


Questions and Answers 


801: LIQUID CREAM SHAMPOO 


Q. I have searched for a_ liquid 
cream shampoo, not a detergent, 
but I have failed to get anything 
satisfactory. I hope you can help 
me out. B.D., California 


1. We are enclosing a reprint of 
an article oncream shampoos vhich 
grves the formula for several liqu d 
preparations Tt as im possible to 
makea sham poo that 1s nota de 
tergent, fora detergent is something 


that “cleans.” The obvious purpose 


i 


ofa shampoo is to clean hav 


802: NON-IONIC SHAMPOO BASE 


Q. We are interested in preparing 
a Shampoo. The product is to con 
tain Cetyl Trimethyl Ammonium 
Bromide in a cationic or non-ioni¢ 
shampoo — base with a 
HEATHER odor. -Would = vou 
please send us a formula for a good 
product of this nature? f/.0.S 
Georgia 


1. You have a problem ” D Liic 
ing a shampoo containing cety 
methyl ammonium bromide. No» 
tonic surface active agents a 

poor latherers, and foamt g ts OP 
of the criterions of a good sham 


~ 
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803: HAIR RINSE 


QO Would vou send me a tew for 
mulas for making some 
Wella hair creme ind the new 
creme hair rinses, like Realistic A« 


cent creme rinse? R.S.T Vi sse 


1. We do» : ied 
f y } a) ] ‘ e ned ' 
‘ r) Sé 1? ? made 
f the f ng nula . 
has Dp pe t 2? > Ques n and 
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5 lo 10 parts water, as desired 


, , 
VUake an emulsion hr 


dispersing 
| 4 


thre diglycol laurate in the Triton 
it about 65 C and then dilute with 
the acidulated vater, brought to 
the same fem perature 


804: BUBBLE BATH CAPSULES 


Q. In your December 1949 issue, 
page 151 under heading of Ques 
tions and Answers, you answer a 
question regarding bubble bath 
formulation to be put up in gela- 
tin capsules. We would appreciate 
receiving the information you have 
ivailable on such a material. Inci- 
dentally, we are a subscriber of 
many vears, and always read your 


magazine with interest. M.V.O 
New York 

’ Theo material found to 
date capable of being cabsulated as 

g 
t bubble bath sa nonionic prod- 
ict The subblier’s name voes in- 
g 

de separate Ove 


805: COLD WAVE LOTION 


Q. I am particularly interested in 
1 cloudy cold wave lotion of high 
standard together with a sugges- 
tion for a neutralizer other than 
hydrogen peroxide or sodium ot 


potassium bromate. S.¥. Canada 


{, One oft he newest neutralize 

) old wai Ing solutions § a so- 

din? berborate monohvdrate. /f 

sold in ad form and is a free flo 
r powde In emulsion of syn- 
fhet ( sin s availiable unde l 

ide ame iO Nse as an pmacifie 
ad waving solution ontain- 
, llate 


806: TOBACCO FLAVORING 


() \\ suld you be so kind is to 280 


nto detail on the formulations 
ised in tobacco flavoring. We are 
nterested in contacting those who 


nake up the formulas or 1s it pos 


sible that the tobacco companies 
ompound their own? §.C.0O., H 
j 
l 
{ vould e difficu 0 
d } n rmation u equ 
varading rmula ns ) Dae 
Laie i vould suggest you il 
v¢ é 1 | lé et rknown texts rn 
lavors or perfumes (available from 
AMERICAN PERFUMER) w/t 
Uv clude Clits nformation. I 
d inderstanding frat ome | 
argest toba mpantes m 
i} i lad [ lé 1? wr lai ; . ll CAST ) 
a rh tile i mpounded 
favors f m such pertfiline ind /ta 
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¥... probably seen a brand-new chemist just start- 


ing his first job. Eager to revolutionize the industry, 
he asks a thousand questions and makes a hundred 
suggestions. He seems impatient with the “slowness” 


of his older associates. 


Why Perfumers And he has lots of terms and formulae in his 


head — all of the latest methods and techniques in 


mind — but he isn’t worth his salt! 


4 f C e It’s because he now has to solve actual problems — 
é. pec Apertence not hypothetical ones. And he can’t solve the tough 


ones ‘til he’s worked out easy ones. In a nut shell, 


it’s experience that makes the difference. 


So when Synfleur speaks proudly of its experience, 
it’s talking about a history of success stories. It 
means that Synfleur has helped perfumers and 
soapmakers with their problems for six decades. 
And now this accumulation of skill and knowledge 


goes into every product Synfleur makes. 


This experience is offered to you. Why not consult 
Synfleur on that new formula you need . . . or 
on your new materials that need special attention? 
Synfleur can help solve your chemical problems, 


too! 


> 


ynlleurScientitic /aboralories. he —MonticelloV. ¥. 


REG. J U.S. PAT. OFF. 


FOUNDED 1669 BY ALOIS VON ISAKOVICS 


ATLANTA - DETROIT + HAVANA -+- RIO DE JANEIRO + MEXICO, D.F. 


CHICAGO * MELBOURNE * BURMA « HONG KONG * BOGOTA e SAN JOSE 
CIUDAD TRUJILLO * GUAYAQUIL * GUATEMALA CITY * CALCUTTA & WELLINGTON 
MANAGUA & PANAMA * ASUNCION e MANILA * SAN SALVADOR * MONTEVIDEO 
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Popular Modern French Colognes 


How Various Types of Colognes are Formulated . . . 


Newer Flowery Types . 


. Hints on Use of Materials and 


Procedure to achieve Added Effectiveness and Economy* 


P. M. GATTEFOSSE, R. M. GATTEFOSSE and JEAN GATTEFOSSE 


HREE revolutionary developments marked the 

advent of modernism in the history of French 

perfumery compounding: (1) the recovery of 
pure extracts of essential oils; (2) the introduction of 
terpeneless essences, and (3) the utilization of syn- 
thetic perfume ingredients. 

Because of keen competition and the increasing cost 
of alcohol, perfumers were eager to avoid the alcohol 
losses incurred in the filtering-out of insoluble compo- 
nents and aimed, instead, at excluding them from the 
start. They also succeeded in their attempts to reduce 
the alcohol content of the finished product, without 
impairing its quality. 


Typical Formulas 


In the chemist’s search for new aromatics, new sub- 
stances were introduced, such as the acetic ether of 
terpineol, synthetic musc, Rosewood essence and arti- 
ficial neroli equivalents. As time went on, these devel- 
opments induced the perfumery houses to modify their 
formulas. Two significant recipes will illustrate this 
trend: 


FARINA TYPE COLOGNE (Classic formula) 


Essence of Neroli ... 100 gms. Essence of Geranium 40gms. 
Essence of Bergamot . 220 gms. Essence of Rose ..... 4 ems. 
Essence of Petitgrain 120 gms. Essence of Lavender . 40 gms. 
Essence of Lemon ... 180 gms. Essence of Jasmin ... 8 gms. 


FARINA TYPE COLOGNE (Modernized formula) 


Fssence of Bergamot . 100 gms. 
Essence of Lemon 200 gms. 


Essence of Petitgrain 30gms. 
Fssence of Rosemary 30 gms. 


Linalyl Acetate 250 gms. Synth. Rose . 20gms. 
Citral dist’d. on 

a Berar ree 62 gms. Vanillin 20 gms. 
Synth. Neroli ...... 120 gms. Eugenol . 10gms. 
Essence of Portugal 50 gms. Ethyl Cinnamate . 10g¢gms. 
Essence of Lavender . 50 gms. Benzoin resinoid . 10gms. 
Terpineol ..... coos =O ems. Labdanum 10 gms. 


® From La Parfumerie Moderne. Condensed and translated from the 
French by Margaret Neurath. 
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Another significant formula in the French tradi- 
tion is as follows: 


EAU DE COLOGNE FLEUR D’ORANGER 

Essence of Neroli .... 370 gms. 

Essence of Rosemary 560 gms. 

Essence of Lemon ... 250 gms. Benzyl acetate ...... 10 gms. 
Essence of Petitgrain 100 gms. Citral dist’d. on 

Essence of Portugual 200 gms. RRO. cciccnxenas 200 gms. 

Essence of Lime .... 210 gms. 


Essence of Bergamot 400 gms. 
Essence of Rosewood 50 gms. 


Five to 10 gms. of this compound per litre of alcohol 
produces a cologne with a predominant orange-blos- 
som note 


After World War I, cologne compounding started 
along new lines of fashion. The established name be- 
came a synonym for “lotion” or “toilet water,” no mat- 
ter whether it actually carried the traditional cologne 
odor. The public asked for flowery fragrances and the 
chemist was glad to oblige. Formularies, however, 
scarcely kept two types of products apart: (1) cologne 
bases with a flowery top-note, and (2) series of compo- 
nents suitable to create a similar effect directly, i.e. 
without separately mixing the cologne fraction. 

Another new type cologne was introduced in the 
late thirties, by the creation of toilet water fragrances 
matching the fancy-named perfumes of high fashion. 
All this, however, did not exclude the survival of the 
traditional “botany mixes” made up of an almost un- 
limited range of herbs and extracts of which the fol- 
lowing formula (No. 4, by Felix Cola) is indicative: 


BOTANY COLOGNE 


Fssence of Bergamot . 300 gms. Essence of Thyme .. 15 gms. 
Essence of Lemon 370 gms. Essence of Angelica 

Essence of Lavender . 80 gms. GOO: vccneccuncex: 5 gms. 
Essence of Hyssop ... 10 gms. Essence of Estragon . 30 gms. 
Fssence of Marjoram 10gms. Fssence of Balm-mint 30 gms. 
Essence of Carvone .. 10 gms Essence of White 

Essence of Cardamon 10 gms. "ROUNO? ncn aducaads 25 gms. 
Essence of Cinnamon 10 gms. Benzoin resinoid .... 65 gms. 
Essence of Clove .... 10 gms. 
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By omitting the benzoin in this formula and adding 
sugar instead, we'd approach a fluid closely related to 
Benedictine Liqueur. 


Russian Leather and Amber-Scented Colognes 


Basic ingredients of this traditional cologne types 
are synthetic muscs,—xylenes and ambrettes—with va- 
nillin and coumarin additions. The following formulas 
by Felix Cola are illustrative: 


AMBER-SCENTED COLOGNE 


Bergamot 300 gms. Heliotropin 100 gms. 


Lemon. 300 gms. Vanillin 30 gms. 
Lavender . 10 gms. Musc ambrette 10 ems. 
Rosemary ... : 20 gms. Phenyl-ethyl alcohol 50 gms. 
Neroli - .... 20gms. Rose... ce ener 5 gms. 
White thyme .. 20 gms. Alpha ionone ...... 45 gms. 
Petitgrain 10 gms. Ambrein abs. 10 gms. 


EAU DE COLOGNE RUSSE 


Bergamot 260 gms. 


Lemon 280 gms. Iso-eugenol 50 gms. 
Lavender 60 gms. Muse ketone 50 gms. 
Rosemary 10 gms. Muse ambrette 20 gms. 
Linalyl acetate 30 gms. Coumarin 10 gme. 
Alpha ionone 100 gms. Vanillin 10 gms. 


Neroli_ petals . 20gms. Heliotropin 60 gms. 


For freshness, natural ingredients like Iris, Benzoin, 
‘Tolu Balsam, Peru Balsom, Opoponax, etc. are con- 
sidered indispensable. French perfumers are sometimes 
hinting a muscat odor in amber-toned colognes, which 
is being done by adding Sage Sclaree, Labdanum, Sa- 
fran, Mace, Celery and Oakmoss oils. ‘These essences 
also help to cut down on the use of nitrated muscs, 
which are not too popular. 


Flowery Eau De Colognes 


Fashionable cologne formulations with a flowery top- 
note are a must from the business viewpoint. ‘They are 
mainly sold as toilet waters and, to meet the customer’s 
requirements, they carry light top-notes and a fresh, 
though volatile, shading. A balanced mix of acetic 
ether and neroli compounds is preferred to heavier ad 
ditions in this instance it also helps reduce the con- 
centration and lower the price. 

If a compound titrated at 15 per cent of absolutes 
includes 3-5 per cent of top-notes, then, a toilet water, 
titrated at 30 per mille, may certainly include them at 
a higher rate. 

High-quality, flowery colognes are made with 90 per 
cent alcohol, in which most aromatics will readily dis- 
solve. ‘The following is a typical compound with a 
mimosa top-note, by Cerbelaud: 


MIMOSA COLOGNE 


(1) Essence of Bergamot J gms. 
Lemon Essence ; 12 ems 
Essence of Portuguese Orange 10 gms 
Essence of Petitgrain 10 ems. 
Essence of Lavender Il gm. 
Essence of Rosemary .. 0.50 gms. 
Essence of White thyme 0.50 gms. 
Essence of Neroli . . l.gm. 

(2) Synth. Mimosa Compound : , 2 gms. 
Essence of Ylang-Ylang . pie. e ORAM eueoiaes l gm. 
Paramethyl . acetophenone chee en , 2 gms. 
Essence of cherry stone +n ; 0.10 gms. 
Alpha ionone ‘ oe lem. 


Benzyl acetate 
Jasmin absolute 0.20 gms. 
Musc ambrette ean ; 0.25 gms. 
Tincture of resinodor mastic 5 gms. 


0.25 gms. 
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About 40 gms. of this compound per litre of alcohol 
should be used. We have divided this formula into sec- 
tions (1) and (2) to indicate the cologne base and 
the compound carrying the mimosa odor, but we might 
just as well spell it this way: 

Eau de Cologne CMONCE ..... 208 cesccees 32 gms. 


Mimosa compound including fixative 12 gms. 


and leave it to the reader to look up his preferred num- 
ber in any formulary. 

Lower-priced flowery products for skin fresheners, 
hair lotions, etc. are usually made with 75 per cent 
alcohol only. This rate should be kept in mind from 
the start on, because all ingredients included must be 


of a suitable solubility. 


Solubility in 75% Alcohol 


The compounding of cologne in 75 per cent alcohol 
is a specialized art, because essential oils and even ter- 
peneless extracts are, in many cases, only partially solu- 
ble in diluted alcohol. The following table of solubili- 
ties is of interest in this instance: 


gms. per litre in alcohol of 60 70 
Angelica 5 25 
Anis ae 25 
Celery ... sanitation ae 5 
Citronella ; scsi 5 20 
Lemon 5 35 
DME. asec caicwacticeckentsanacadeess 7 15 
Mandarin . 2 15 
Orange ; ‘ tiles a 30 
Spruce canee , ; _ 2 15 
Sandalwood ...... optus ree aot Oa Tarte Ss 200 
Vetivert .... ee ; ine 100 
Ylang-Ylang ; . 8 10) 


The same problem has to be solved where synthetics 
are to be incorporated. ‘The alcohols and phenols are 
highly soluble; the sesquiterpenes offer considerable 
difficulties. In testing the ether salts of an acid and the 
equivalent alcohols, we will find their solubilities in- 
directly proportionate to their increase in molecular 
weight. Mixes of alcohols and ethers increase in solu- 
bility as their ether content is reduced; for weak al- 
cohol solutions it is, therefore, preferable to use, 20 de- 
gree instead of 50 degree, Lavender. The low solubility 
of synthetic muscs, artificial nerolis, amyl acetate and 
coumarine may cause trouble in weak alcohol solu- 
tions. ‘The introduction of ethyl phthalate as a solvent 
also reduces solubility. 


Low-Priced Eau De Colognes 


lo produce low-priced compounds which will, nev- 
ertheless, uphold the standards of their great tradition, 
the French are using the inexpensive, easily soluble oils 
which completely dissolve in weak alcohol solutions 
and require but a minimum of filtration. The com- 
pound employed should suffice for use at a rate of 5 
gms. per litre, and dissolve in 60 degree alcohol. ‘There 
fore, terpene-containing ingredients—and, in particu- 
lar, lemon oils and orange oils—should not exceed 33 
per cent. Bergamot oil, for instance, which includes 
50 pr cent of terpenes, should be replaced by a syn- 
thetic, such as a mix of linalyl acetate and terpenyl, 
enhanced with small additions of neroli and petitgrain 
oils. Methyl anthranilate, a powerfully-scented, low- 
priced chemical, is useful in these formulations. 

Mann & Winter (“Die Moderne Parfumerie’’) have 
listed this significant formula: 
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Bergamot synthetic 
Essence of Lemon 
Neroli synthetic 
Essence of Lavende1 
Essence of Petitgrain 
Essence of Rosemary 


300 gms. Citral 5 gms. 
200 gms. Methyl anthranilate 10 gms. 
100 gms. Orange blossom 
50 gms. water 
20 gms. Alcohol 


50 gms. 


3 litres 
30 litres 


While the rate used in this instance is 22 gms. per 
litre, tests have shown that 7 - 8 gms, will suffice to 
produce a pleasantly scented solution. 

A cologne formula exclusively based on synthetics 
which, nevertheless, meets high standards of quality, 
follows this recipe: 


SYNTHETIC EAU DE COLOGNE 


500 gms. Menthol 

80 gms. Iso eugenol 
50 gms. Citral 

Synth. Neroli 


Linalyl acetate 
Geranyl acetate 
Geraniol 

Cineol .. 7 gms. 


10 gms. 
20 gms. 
50 gms. 
100 ems. 

This volume is sufficient for use in 40 litres of 80 
degree alcohol; that is, about 20 gms. per litre should be 
employed. 


Terpeneless Eau De Colognes 


When the first terpenless oils had been developed 
by Haensel, Louis Gattefossé became the first French- 
man to promote this invention and organize terpene 
extraction in his country. As early as 1894 he aimed 
at terpeneless cologne essences and made them his spe- 
cialty. 

Haensel indicated that terpeneless lemon essences 
is 30 times more concentrated than the original prod 
uct as extracted in the press; in other words, 30 units 
by weight of lemon essence are needed to produce one 
unit of terpeneless oil. ‘This applies to terpeneless ex- 
tracts for use in syrups and drinks, where the aldehydes 
carry the aroma. 


Terpenes Provisle Freshness 


In perfume compounds, however, the terpenes pro 
vide an appreciable note of freshness—without much 
strength—which is absent in 
Thus, the use of terpeneless essence does not permit : 
true rendition of the original odor and the concentra 


terpeneless products. 


tion rate of 1:30 is inaccurate in this instance, at least, 
as far as lemon oil is concerned. 

In essence of Portugal, 60-70 units by weight are 
needed to produce one unit of terpeneless product, 
which also holds true for the oils of lime, mandarin 
and other citrus fruits. Bergamot oil holds 50 per cent 
by weight in terpenes, and among the other essences 
used in colognes, rosemary also carries 50 per cent, 
French thymes, 60 per cent; lavender, 10-15 per cent; 
neroli and petitgrain, 15-20 per. cent, etc. Therelore, 
in order to mix a terpeneless equivalent to an existing 
formula, it will not be safe in every case, to rely on the 
concentration figures arrived at by Haensel. 

\ formula by Dorvault may be rendered as follows: 

with essen 
tial oils 


100 gms 
100 gms 
100 ems 
200 ems. 


with terpen 

(ess Essences 
20 gms 
180 gms 
20 gms. 
100 ems. 
150 gms. 
180 gms. 
80 gms 


Fssence of Lemon 
Essence of Bergamot 
Essence of Cedrate 
Essence of Rosemary 
Essence of Neroli 
Essence of Lavender 
Essence of Cinnamon 


200 gms 
200 gms 
100 gms 


Total 1.900 gms. 780 gms. 


& Essential Oil Review 


This means that the terpeneless essence of an eau 
de cologne compound, in this typical case, is two-and 
one-half times stronger than the raw essence; or, that 
20 gms., which are the normal rate per litre, may be 
substituted for with 8 gms. of terpeneless products. 

Further, instead of using 80 degree alcohol, these 8 
gms. of terpeneless oils may be dissolved in alcohol of 
60 degrees. And, because the predominant odor of al- 





R. M. Gattefosse believes that French perfumes and perfumed prod- 


ucts should have a fragrance which will remind the user of France. 


cohol that has to be covered with perfume, will rap- 
idly decrease in intensity as the alcohol rate is reduced, 
it will be possible for all practical purposes, to use 5 
gms. of compound per litre of 60 degree alcohol, where 
terpeneless oils are exclusively employed. For compari- 
son’s sake, we ought to keep in mind that 20 gms. of 
raw oils in 80 degree alcohol, and 3 gms. in 45 degree 
alcohol, are the limit of normal solubility. 


Importance of Terpeneless Oils 


This illustrates the high importance of terpeneless 
oils in eau de cologne compounding from the cost- 
cutting point of view. It also shows that terpeneless 
products are practically cheaper to use than their con- 
centration would indicate. For economy’s sake it is ad- 
vantageous to stock terpeneless oils in the anhydrous 
and 


form and thus exclude any losses through agin 


ging 
oxydation. 

Ihe experience of French laboratories has shown 
that perfumes as perfect as those made with raw oils— 
though not completely identical in odor—can be made 
with terpeneless essences. About one-third by weight 
ol terpeneless oils—as compared to raw oils—will suf- 
fice for satisfactory results. By lowering the alcohol 
rate, about 20 more per cent of oils may be saved. A 
minimum of filtration will produce perfect products 
(just one operation for “brilliance”), so that evap- 
oration losses are almost obliterated. As a rule, the 
solubility of terpeneless compounds is almost directly 


proportionate to the solubility of the essences used. 
Fixation—A New Trend 


French colognes are often offered to the public as 
cleansing fluids and fresheners. If so, they should com- 
pletely evaporate after application, permitting any 
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type of perfume to be superimposed on its own merits. 
Nevertheless, the present fashion of ‘‘matched odors” 
in powders, lotions, soaps, perfumes, etc. does away 
with this feature and makes a lasting fragrance in toilet 
waters more desirable. 

Amber-toned and Russian-leather type colognes in- 
clude more fixatives than do fresheners scented with a 
flowery note, or a specific “cologne” odor. The total 
of aromatics they carry, includes about 15 per cent of 
fixatives. 

A new trend in fixation is, to slow down evaporation 
by the, addition of heavier solvents which will hold 
their load of perfumes for a longer period of time. 


Technique 


The processing methods used in French laborato- 
ries are carefully planned to effect savings and improve 
quality. Perfume compounds are often artificially 
“aged” in water-jacketed apparatus, which holds them 
at a temperature of 38-40° C. for weeks, or even months. 
This procedure is expensive, yet, it achieves worth-while 
improvements of quality. The evaporation losses in 
filtration are excluded, for all practical purposes, by the 
use of hermetically closed pressure filters. These, and the 
filling machines finally employed, are almost automati- 
cally operated. 


New Ideas - 


Foreign tourists are always inclined to take French 
perfumes and toilet waters along with them as a token 
—something reminiscent of the Parisian esprit. “Why,” 
says R. M. Gattefossé in his recent study on modern 
colognes “should not the French perfumes be deliber- 
ately designed to recall the country they originate 
from, in creating—so to say—an olfactory tableau of 
its physical and cultural, atmosphere? For, many 
people, and noted authors among them, have found 
that an odor signicant of a place revives its image, and 
makes it remembered in its entity.” 

So far, there exists one odor which anyone can iden- 
tify by using the name of its birthplace: Cologne. 

We are in the midst of the travel age and the num- 
ber of American visitors to Europe—3 million in 1949 

is still on the increase. Besides France, other areas— 
the Mediterranean,—the Antilles,—South America,— 
the Swiss Alps,—the groves of California,—the great 
outdoors anywhere and the avenues of our capitals 
may help inspire new odor creations, and their names. 
The entire world is open to perfumery aritsts who care 
to catch the atmosphere of its finest spots, in order to 
present it to the public in a precious-looking flask. 





Launching a New Product 


EN commandments for launching a new product 

were listed by D. H. Williams, vice president of the 
R. L. Watkins Division of the Sterling Drug Co. in 
Advertising Agency. The decalogue based on experi- 
ence gained in launching the new Lyons tooth paste 
after three years of research and production planning 
follows: 

1. “Stay close to your own field.” 

2. “Be sure you have an intimate knowledge both of 
the market you propose to enter and of the competitors 
in it.” 
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3. “Be sure the product you launch is entirely, or to 
use the phrase of our present Lyons Tooth Paste ad- 
vertising, ‘incredibly new.’ ” 

4. “Be certain that your product can be made in 
commercial quantities and still preserve all its labora- 
tory-tested qualities.” 

5. “Honor your legal counsel and all his advice.” 

6. “Never send an advertising boy out to do a man- 
sized job.” 

7. “In the 45 of the 48 states where Fair Trade Laws 
are in operation, make fair trade contracts.” 

8. “Thoroughly brief your salesmen with all the 
scientific facts about and advertising appeal for your 
new product.” 

9. “Organize a system of allocating orders based on 
planned production to assure the product national dis- 
tribution before advertising begins.” 

10. “Remember point-of-sale displays and key your 
packaging and displays to impulse buying.” 


Too Eager Executives 


7. E business executive who channels all of his ener- 
gies into his work frequently is doomed to failure 
according to a survey of traits exhibited by unsuccess- 
ful and successful executives completed by Social Re- 
search Inc. 

The organization examined 473 persons, in 14 firms, 
over a two-year period, and applied three techniques to 
achieve its results: the thematic apperception test 
(cards with pictures, which respondents “interpret’’), 
directed interviews and free association interviews. 

The overemphasis on work, one of the more unex- 
pected traits characteristic of “failures,” appears to re- 
sult in a very unbalanced situation, in which the ex- 
ecutive becomes hyper-sensitive to any frustration ex- 
perienced in the course of his daily routine. 

Other characteristics usually exhibited by executives 
who have failed include: a preoccupation with detail; 
neglect of responsibility; an unconscious desire to do 
something else (mobility); a desire to be someone else; 
intolerance of routine tasks; an inability to make room 
for other people; resistance to authority; and arrogance 
with subordinates. 

Also, a set of prejudices which interfere with judg- 
ment (frequently a suspicion that he is_ being 
“knifed’’); a seeming desire “to kill himself with work,” 
often the result of unsuccessful competition with older 
brothers as a child; and extraordinary sensitivity to real 
or imaginary shortcomings, which may border on para- 
noia, 

The characteristics of the successful executive, as pre- 
viously described by Social Research, include: the ir- 
revocable shattering of parental ties (the man who has 
left home); a desire for achievement; acceptance of 
authority; a zeal for material rewards, achievement and 
prestige, in that order; organizational ability; decisive- 
ness; firmness bordering on the stubborn, and an ability 
to get what is wanted from someone else. 

Also, a yearning for activity and aggressive behavior; 
the ability to overcome a sense of frustration resulting 
from mistakes; realistic as opposed to “idealism”; and a 
feeling of cooperative teamwork with peers, but almost 
no personal interest in subordinates, who are viewed as 
“doers of work,” rather than as people. 
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Eye Make Up 


YE make-up is the biggest beauty news since lip- 

stick, according to Life, which points out that when 
word came from Paris a few weeks ago that French 
models were wearing exaggerated make-up on their 
eyes even with street clothes the American cosmetic 
industry realized that here was a chance to exploit a 
comparatively untouched region of the American wom- 
an’s face. What the industry had to offer American 
women was something called “doe eyes.” These are 
achieved by applying eyebrow pencil, shadow and mas- 
cara in theatrical quantities to produce an obviously 
artificial but flattering look. Doe eyes, it reports, are 
already visible along Fifth avenue on women who find 
them a seductive balance to boyish shingled hair. 
Hollywood insists that doe eyes will set things back 
fifty years but cosmetic men disagree. Recalling that 
the first use of lipstick in the twenties caused a furore 
but soon made women feel undressed without it, they 
predict, says Life, an equally essential future for drawn 
on eyes. 





Hormone Creams, Official Attitude 


OR sometime, the industry has wondered about 

F.D.A. opinion regarding hormone creams. The ex- 
change of correspondence which apppears below shows 
that in a period of approximately five years there has 
been no appreciable change in attitude. 

In any event, the editors of THE AMERICAN PERFUMER 
feel that readers will gain immeasurably from the pub- 
lication of these letters over the signature of the Food 
and Drug Administration. 

FEDERAL SECURITY AGENCY 
Food and Drug Administration 
Washington 25, D.C. 
July 10, 1945 

Editor 

New England Journal of Medicine 

Boston, Mass. 


Dear Sir: 

Your letter of July 6, 1945, asks what is the status of hor 
mone-containing cosmetics so far as the Food and Drug Ad 
ministration is concerned. 

We have made some investigation of these products. There 
have been conflicting reports in the literature concerning the 
effects of estrogenic substances when applied locally. When 
applied in sufficiently large amounts there is no question but 
that they are absorbed and produce their usual systemic 
effects. When the amount of estrogens is reduced, however, to 
the quantity found in the products which are sold to laymen, 
there seems to be no unamity of opinion as to the physiologic 
effect. Some workers have reported the production of local 
edema apparently by imbition of fluid into the collagen cun 
dles without any systemic effect; others have claimed that it 
is not possible to product a local result without at the same 
time causing a general one. 

There has been a considerable amount of work on the carci- 
nogenic properties of these materials. In highly susceptible 
strains of rats under very special conditions the administra 
tion of the estrogens has apparently produced carcinoma, but 
with ordinary laboratory animals and in all studies so far on 
human beings there is no evidence whatsoever that these 
products are carcinogenic. 
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We have investigated the files of a number of firms produc- 
ing these products searching for evidence of injuries. We have 
not found such evidence. 

To summarize, we have carefully reviewed the literature 
and consulted with many experts and, as a result of this, have 
arrived at the conclusion that at this time there is not suffi- 
cient legal evidence to show that the use of estrogens in the 
amounts found in products of this class is dangerous. We are 
skeptical of the benefits, if any, which accrue from the local 
use of these products but we do not believe that we are in a 
position to challenge qualified claims concerning them. We 
have consistently informed manufacturers that because of the 
uncertainty of the ultimate effect of the use of these products 
and because of their dubious value we do not look with favor 
on their distribution for lay use. 

It was our plan to have conducted carefully controlled clini- 
cal studies to serve as the basis of appropriate legal actions if 
the products proved to be worthless, but preoccupation of the 
medical profession with more important studies during the 
war and the fact that our own medical staff has been made 
very much smaller has not made it possible to conduct these 
studies. We hope that they can be made soon after the termi- 
nation of hostilities. 

Yours very truly, 
P. B. Dunbar 
Commissioner of Food and Drugs 


The following editorial coment by the editor of New 
England Journal of Medicine appeared in that publica- 
tion, page 198, August 1945: 


“Although it is true that there is ‘no evidence whatsoever 
that these products are carcinogenic,’ the following statement 
(Nathanson, I. T. Endocrine Aspects of Cancer, New Eng. J. 
Med. 231:764-770 and 795-802, 1944) deserves serious consid- 
eration. 

“Strong evidence exists to indicate that endocrine factors 
are associated with some human tumors. There is as yet no 
conclusive proof that these influences are directly concerned 
with cancer, although an increasing number of cases are 
coming to light in which cancer developed after intensive 
estrogen therapy in organs such as the uterus and breast, 
which are normally stimulated by these hormones. It is prob- 
able that this is coincidence, but the association cannot be 
ignored. Present evidence suggests that the sex hormones are 
not in themselves carcinogenic. It is likelier that, as a result 
of excessive stimulation or a typical metabolism, the tissues of 
susceptible persons are conditioned to the action of a carcino- 
genic agent. — Ed.” 


FEDERAL SECURITY AGENCY 
Food and Drug Administration 
Washington 25, D.C. 
October 26, 1949 
Mr. M. G. deNavarre 
Technical Editor, American Perfumer 
New York, N.Y. 


Dear Sir: 
We have your . . . communication dated October 12 (1949) 
. referring to our letter to the editor of the New England 


Journal of Medicine, which was published on August 9, 1945 


Our letter to the editor of the New England Journal of 
Medicine dealt with the use of creams containing small por- 
tions of estrogenic hormones and their alleged benefit in im- 
proving the appearance of the skin. We have received numer- 
ous inquiries from individuals and from the trade in regard 
to the safety and benefits to be obtained from the use of such 
products. We have replied in general along the following 
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lines and have no objection to your quoting these statements 
in your publication: 

In appropriate doses estrogens are capable of causing pro- 
found changes in the functioning of certain organs of the 
body. For example, they are capable of affording beneficial 
effects in alleviating many of the distressing symptons associ- 
ated with the menopause when the drug is administered in a 
quantity suitable to the needs of the patient after examina- 
tion by a competent physician. 

It is not possible to state with certainty what will be the 
effect of small amounts of estrogenic substances applied to 
the skin in a cream base. Some physicians have conducted 
investigations and have reported that creams containing estro- 
gens may bring about changes in the texture of the skin which 
tend to restore a youthful appearance. Other investigators 
have reported diametrically opposite conclusions. These dif- 
ferences have been explained on the basis of individual varia- 
tions and on the quantity of the estrogen used. Frankly, we 
are very skeptical of the ability of these creams to accomplish 
the results promised, but we are not at this time in a position 
to disprove the claims made for them. 

We have also given considerable attention to whether o1 
not these creams may be harmful. From a theoretical stand- 
pointthey would not be considered innocuous, but there is no 
conclusive evidence that harm has resulted from the use of 
creams containing the amounts of estrogens found in those 
now on the market. Because of the lack of definite informa- 
tion especially concerning the ultimate effect of continued use 
of these creams, we have consistently informed manufacturers 
that we do not look with favor on their distribution for lay 
use. ii 

Yours very truly, 
Geo. P. Larrick 


Associate Commissioner of Food and Drugs 





Errors in Odor Theory 


1 will be difficult to find a subject in the literature of 

science, popular as well as serious, about which so 
much has been written with such poor results as on the 
problems around the nose and the tongue and it seems 
highly urgent, that complicated problems like these are 
investigated carefully, beginning at the bottom and 
working upwards step by step. ‘This is the method ap- 
plied by several scientists like Miles and Beck, Dyson 
and many others who tried in the first place to find a 
numerical expression for the physiological property of 
matter called odor, by looking for a correllation be- 
tween this property and physical characteristics like 
Raman shift, infra red absorption or solubility. ‘Vhis 
seems to be the only correct way because no theory of 
odor can ever promote our insight before we have in 
our hands the possibility to express the phenomenon 
in terms of units, like we are able to express the phe- 
nomenon of light in terms of wave lengths. 

In this sense, Moncrieff’s new theory of odor, pub- 
lished in a recent issue of THE A. .ERICAN PERFU. -ER, IS 
hardly a contribution to our knowledge. 

The author, like many others before him, is like an 
architect who, intending to build a skyscraper, begins 
by giving it a roof. 

The result is obvious. Moncriefl’s theory gives only a 
very superficial and qualitative explanation of some 
facts. 

For shortness’ sake, I will limit myself to some criti- 
cal remarks on the statements made under the heading 
“Odor and unsaturation” but I wish to make clear that 
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my objections against Moncriefl’s paper are by no 
means exhausted by these remarks. ‘They are only given 
as an example. Mr. Moncrieff writes; “Points of un- 
saturation will render the molecule liable to distor- 
tion and make it more flexible so that it will have a 
much better chance of positioning itself on the recep- 
tors.” 

Vhis cannot be true, because it is quite clear that a 
double bond enhances the rigidness of the molecule 
and decreases its flexibility. 

A very dangerous field is entered by Mr. Moncrieff 
when he writes about resonance. In the first place we 
can say that the concept of resonance does most cer 
tainly not mean “that molecules are capable of having 
not one but many shapes.” This is the popular mis- 
conception about resonance interpreting it as some mys- 
terious and vague sort of tautomerism. Resonance too, 
decreases the flexibility; resonating structures are rigid 
and tend to planarity. It is therefore quite obvious 
that the relation between unsaturation, resonance and 
odor which doubtlessly exists, must be quite different 
from that assumed by Mr. Moncrieff. 

The known facts about odor suggest that odorous 
substances exert at least two different actions on the 
sensitive parts of the nose. The first, due to specific 
interference between the odorous molecule and the 
nasal receptor may be called the “real odor.” 

The second e.g. the “smell” of saturated hydro car- 
bons, of hydrochloric acid and of methol, (the pseudo 
odor) is not characteristic for the nose, but may be in- 
duced on any other part of the skin as sensitive as the 
inner parts of the nose. 

This phenomenon is purely caused by physical, 
chemical or physiological properties of the molecule, 
acidity, lipoid-solubility, local anesthetic activity, ete. 
As both are doubtlessly overlapping each other in vary- 
ing degrees in all odorous substances, it is quite clear 
that odor will remain an extremely complicated prob- 
lem for a long time to come. 

The road to its solution can never be constructed by 
devising more and more unprovable and vague theo- 
ries, but only by careful and critical accumulation and 
interpretation of facts and experimental data.—Dr. M. 
G. J. Beets, Director of Research, Polak & Schwarz, Hil- 
versum, Holland. 





Fastest Moving Items 


¢: NE of the best guides to the measurement of con- 

sumer preferences for cosmetics and drug products 
is the analysis of drug sales put out by the Audit Bu- 
reau of Sales a concern which has recorded actual sales 
of products and brands in thousands of drug. stores 
throughout the country. 


Figures show that the fastest moving items are: 


Dentifrices 
Shave creams 
Laxatives 

Hand lotions 
Chest rubs 
Sanitary napkins 
Lipsticks 


Face creams 

Headache remedies 

Baby oil and powder 
Deodorants 

Shampoos 

Face and talcum powder 
Hair preparations 
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Runaway Sampling is Dangerous 


Beginning as a clever promotion idea, sampling produced re- 


sults until carried to extremes when it led to unexpected prob- 


lems . . . How to control sampling on a sound business basis 


JILL JESSEE* 


HE current No. | evil of the cosmetic industry is 

undoubtedly sampling! Like so many other im- 

pulsive ideas generated by our sales and promo- 
tion staffs, it started off to help us win the race against 
losing sales, only to gain such momentum that it has be- 
come a runaway terror! 


ORIGINAL REASON IN SAMPLING 

There was originally good sense and sound psychol- 
ogy behind cosmetic sampling. The idea was that a 
sample gave a woman an opportunity to “try out” an 
unfamiliar product at her leisure and to decide if she 
liked it well enough to make a purchase. She could try 
on a hat or a dress or a pair of shoes in the store, but to 
really know what a cream or a lipstick would do for 
her, she had to buy it first. Even perfume or cologne 
testing at the counter has never been wholly satisfac- 
tory because it takes “living with” a fragrance before 
one’s mind and emotions are made up. And even test- 
ers are, by no means, always available. 


THE LURKING HOPE 

Moreover, there was the lurking hope that the “‘situ- 
ation” created by presenting a woman with a sample 
would give the clever salesgirl the propitious opportu- 
nity to make a little sales talk on the product in ques- 
tion. The very act of sampling would “hold” the cus- 
tomer for those important few seconds in which a sale 
would “hang” in the balance. Even if the customer 
didn’t purchase the item being sampled which, presum- 
ably, she was to take home to try, she might feel a 
twinge of obligation and buy something else. 


FASHION SHOW SAMPLING 


Fashion show sampling also made sense in the days 
when it was an unusual feature of the occasion and 
when the perfume or cologne which some manufac- 
turer had nicely contributed had some “connection” 
with the show itself. Thus, the fragrance was subtly 
publicized in a natural way through its relationship to 
the type of clothes being shown, and the commentator 
felt a responsibility about emphasizing the meaning of 
the gift to the assembled guests. Then, the whole thing 
became so commonplace that every woman going to a 
fashion show went with the expectation of getting a 
present, often she went primarily for that fixed pur- 
pose. She would even spend a dollar on a taxi or $2.50 


* Consultant. Formerly promotion expert for 21 years for Lentheric, Inc. 
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on a lunch to get a ten cent sample. Don’t ask a woman 
to be logical! 

What one cosmetic manufacturer starts, another not 
only follows but tries to go one better! And shrewd 
buyers know how to incite just that kind of unhealthy 
rivalry. “Oh,” they say, “X gave us twice as many sam- 
ples last year, or twice as big, or five times as expen- 
sive.” Such a remark, whether ingenuous or otherwise, 
served the purpose of making Y crawl with shame and 
humiliation and to gush forth with samples practi- 
cally the same size as the sale package and nested in 
ermine or solid gold. Then, when X comes along, he 
gets the same treatment and, like a beaten dog, sneaks 
home to ponder on how he can retrieve his honor. 


EFFECT ON CUSTOMER 

Meantime, what's happening to that precious cus- 
tomer who was being hypnotized into buying from us? 
She’s having a fine holiday! Why should she buy when 
she can get her cosmetics and perfumes for nothing! 
Follow one of those likely (?) prospects around a store 
during a Beauty Week. She has developed a canny 
know-how on this sampling business. She knows where 
the samples are hidden all right, and she nabs hers and 
starts running—running to the next counter to get an- 





“No sales yet, but we’re doing a big business in free samples!” 
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other sample, then on to the next one, and on and on un- 
til she can’t carry any more and she’s dropping from 
exhaustion! She’s on to the fact that the salesgirl in- 
tends to “fasten” on her and make a sale, but she’s too 
slippery for those old tricks. As soon as she has that 
sample in her hot little hand, she’s off faster than a 
streak! The really wily ones get away with a handful of 
samples! There ought to bea law! 

If sampling is carried to its logical conclusion, some 
manufacturers will eventually give away all they have 
left in the warehouse and in one frenzied fling tear up 
their account books and retire to the poorhouse. It 
would seem saner to stop this runaway sampling and to 
start doing business on some sensible basis. 

If samples are to fulfill their original intentions, sit 
down with a sharp pencil and a big piece of foolscap 
and set up a budget that’s in proportion to sales. Dim 
your pride and let the other guy be as foolish as he 
chooses. If a store prefers his samples to yours, they 
have your blessing. 


SUGGESTED SOLUTION OF SAMPLING PROBLEM 


Why not have a regular contract to be signed by the 
store which puts a maximum on the number and cost 
of samples to be provided on the basis of the store’s 
sales, in a similar manner to how you set up your co- 
operative advertising and in accordance with “that 
law” that asks you to do things on proportionally equal 
terms. This contract would stipulate how and under 
what conditions your samples are to be used. And 
when those thousands of samples get “lost” in a store’s 
stockroom or are filched by employees, it becomes a 
matter of concern to the store and not to you. It 
would be interesting to find out how many packages of 
samples get found again when the manufacturers put 
an end to meekly replacing them. And when a given 
store has used up its quota of samples for a year, there 
just aren’t any more. 

Don’t worry—stores will respect your business-like 
methods a great deal more than they admire the slip- 
shod way in which you may be handling samples now. 
Protect yourself against being “put on the spot” for 
more and more and more samples done in the manner 
to which stores and customers have grown accustomed. 

Stop this evil before it ruins you and ruins the repu 
tation of the industry! 





Cosmetic Excise Tax Collections 


‘Tax collections for the period ending February 1950 
are: 

1950 1949 1948 
$9,836,052 $9,648,063 $10,371,512 
11,654,681 12,984,776 12,290,714 


January 
February 


— 


March 6,796,181 6,927,991 
April 6,913,884 6,927,991 
May 6,983,445 6,660,851 
June 7,625,450 7,283,509 
July 6,776,881 7,332,070 
August 7,807,221 7,506,518 
September 6,859,446 6,890,757 
October 6,760,409 6,335,804 
November 7,738,779 6,872,541 


December 7,312,007 8,079,746 
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What It Costs to Cut Prices 


T is easy to cut prices; but do you know that it usu- 

ally isn’t easy to pay the cost of price cutting? As a 
rule price cutting is expensive. The thought behind 
price cutting generally is: “By cutting my prices I will 
increase my volume and in that way will make more 
money than I am making now.” 

Here are some actual figures on the increased volume 
necessary to make up the loss due to price cutting: 


If you cut your price 5% 
your volume 25% 

If you cut your price 10°,—You will have to increase 
your volume 67% 

If you cut your price 1214°,—You will have to increase 
your volume 100% 

If you cut your price 15°,—You will have to increase 
your volume 150% 


—You will have to increase 


The above figures are based on a supposed normal 
profit of 33149 above cost before doing any price cutting, 
which is certainly a generous profit. If your normal profit 
is less than that, the increase in volume of business neces- 
sary will be correspondingly greater than the figures 
given above. 

Should you wish to make computations based on your 
own conditions it can be easily done by following the 
method below. To make the method perfectly clear a 
problem is worked out in which the present or normal 
profit is assumed to be 3344 per cent and its is assumed 
that the selling price will he cut 10 per cent. 


A Problem 
The Method Worked Out 
\—What is your present or “normal” profit 


based on cost? If it is 33144% write it 


OWI WE OS cc seicwikeelnccie sie tierale 8s 3314 
B—What per cent are you planning to cut 
your present selling prices? If you are 
planning to cut 10%, put it down as 
Ie sta ehaeaeoRkakons cacao bay ereca ta 10 
C—Add one to A, (See how it is vo at the 
RE eeeeG tam se Ansar ordd tks Ge Sameer 1 + .3314 = 1.3314 


D—Subtract B from one .. ; pane 1 — .10= 90 
E—Maltinly Cy Di wccsscnsciadownwes 1.33144 «x .90 = 1.20 
F—Subtract one from E .. sity ; 1.20 — 1 =— 20 
G—Divide A by F ........ neato 3314 ~ .20 — 1.666 
H—Subtract one from G .......... 1.666 — 1 — .666 


The result, H, being .666 means that the volume must 
be increased that much, or, 67%, when the price is cut 
only 10 per cent. 

Now insert your own figures. Work out your own prob- 
lem. The chances are you will “think twice” before cut- 
ting prices after you find what the increased volume H 
must be.—W. F. Schaphorst, M.E. 


A current estimate places the number of persons in 
the United States who have some degree of qualification 
in chemistry by training or experience or both at one 
for each 1500 of the total population. This represents a 
substantial increase in the period of World War II and 
is no doubt the result of the impetus given to chemical 
education by the wartime developments in the field.— 
The Chemical Digest. 
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Materials Developed by Researc 


A comprehensive review of the progress made in re- 


search in the field of essential oils, aromatic chemicals, 


resins and other raw materials during the past year 


(Continued from the March issue) 


PAUL Z. BEDOUKIAN, Ph.D. 


OTABLE advances were made during the past year 

in the syntheses of macrocyclic compounds having 

musk odors. Reduction of the acyloin beta-methyl- 
egeengtee anoin gave muscone 4-methylcyclopenta- 
decanon.** The reactions involve the cyclization of the 
omega di-acid to acyloin followed by cyclization and re- 
duction as shown in the following series of reactions: 


1(CH,), )-COOEt + CH ,COCH,COOEt — CH ,COCH(CH 2»); pr ore t 


CH, COOEt | 
EtOOCCH,C (CH, ), ,COOEte— zn + BrCH,COOE pon Pere poe 
OH 
-H,O 
cx | 2 cH, 
3 H, 


EtOOCCH:C(CH,), COOE t ——————. Er00c CH, .CH.(CH Putt COOEt 


es 


HOHC —— ¢:0- 0:¢ ——CHOH 
(¢H.) CH (cH, b — 
211 | 2 
Lucu, ie CH, 





H.C ——"""——— C:0 o:c CH, 
a] | | | 
(CH,),, on. (CH,)), "2 
CH.CH, CH.CH, 
Muscone 1-Methyl Cyclopentadecanone 


Cyclanols and their acetates having six to twenty car- 
bon atoms in the ring were prepared and their physical 
and chemical properties studied. The cyclanols were 
prepared by the reduction of the corresponding ke- 
tones.** 74 The same authors carried out a similar study 
on polymethylenimines having seven to twenty-one car- 
bon atoms in the ring.*® The imines were made by the 
reduction of the corresponding cyclanone isoximes. 
Other workers have been investigating the physical pro- 
perties of various compounds attached to polymem- 
bered rings. ‘Thus, one paper deals with the influence of 
the size of polymembered rings upon the properties of 
2,6-polymethylene-4-nitrophenols'*® and another with 
the dependence of the dissociation constants of the ring- 
homologous cyclanone cyanohydrine upon the size of 
the ring.*? 

In connection with the synthesis of macrocyclic com- 
pounds it is interesting to report the preparation of pure 
8-octadecendioic acid** from aleuritic acid. Studies have 
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Dr. Paul Bedoukian 


also been carried out on the polymerization of aleuritic 
acid and its esters.*° 
Interest in this class of compounds is evidenced by the 
number of review papers which have appeared on the 
subject. ‘two excellent articles deal with the chemistry 
and synthesis of macrocyclic compounds possessing musk 
odors.*®: §! Another paper discusses the odor of certain 
steroids some of which have musk odors.*? The perfume 
industry formerly depended mainly on the animal king- 
dom as a source of musk odor. In this connection, the 
appearance of a number of publications dealing with 
lesser known sources of musk-producing animals,** am- 
bergris™* and castoreum* are of interest to the perfumer. 


SYNTHETICS 

The chemical literature lists the syntheses of numer- 
ous compounds, many of which although not reported 
expressly for the perfume industry may be of value to 
the industry. A total synthesis of citral has been reported, 
starting with isoprene.*® Thus, isoprene and hydrogen 
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bromide gave a product which on treatment with aceto- 
acetic ester yielded 2-methyl-2-hepten-6-one. When treat- 
ed with ethyl magnesium bromide and acetylene ethyl 
ether, this gave 3,7-dimethyl-1-ethoxy-3-hydroxy-6-octen- 
l-one. Hydrogenation and treatment with hydrogen 


H Cy CH_COCH,COOEt 
2 C.CH:CH,+HBr-~ Isoprene, HBr — 3 — 
H,C H,c Vv 
C:CH.CH).CH2.CO.CH, 
H,C 
| BrMgC:COEt 
CH cH 
H,C 1 3 Pd. H,C. .* 
S¢:CH.CH,.CH,.C.CH:COEt — C:CH.CH,.CH.C.C:COEt 
Hc \ H, HC” 
3 OH OH 
Dilute | Acid 
CH 
3 
Hc, 
C:CH.CH,.CH,.C:CH.CHO 
H.C 


Citral 

chloride gave citral. Citral and methyl! citral were ob- 
tained by chromic acid oxidation of linalool and methyl 
linalool.*? “wo unusual aldehydes, namely 2-decenal 
and 2-hendecenal, were prepared by the oxidation of 
corresponding alcohols.’* A recent patent reports the 
reduction of unsaturated aldehydes to unsaturated alco- 
hols by using a cobalt catalyst. Thus, cinnamic aldehyde 
is reduced to cinnamic alcohol. Other aldehydes are re- 
duced in a similar manner.*® The leaf aldehyde, 3-hexen- 
l-ol, has attracted considerable attention and some difh- 
culties have been encountered in the preparation of the 
pure geometrical isomer. Normant’s method®® of pre- 
paring hexenol from dichlorotetrahydrofurane has been 
shown to yield a mixture of trans 3-hexen-l-ol and an- 
other hexenol, probably 2-hexen-1-ol.*' A review on hex- 
enol has also appeared." 

Lithium aluminum hydride, the recently developed 
agent for the reduction of aldehydes to alcohols has been 
shown to reduce the double bond under certain condi- 
tions."* ‘The reduction of the double bond takes place 
especially at elevated temperatures. An excellent article 
describes the commercial application of the Bouveault- 
Blanc sodium reduction of esters.”4 

In the study of the properties of aldehydes, new evi- 
dence has been put forward of the formation o: hemi- 
acetals between alcohols and aldehydes."® The reactions 
of aromatic aldehydes have been discussed extensively 
in a series of articles.”* 

A Russian patent describes the manufacture of benza- 
Idehyde from benzene and carbon monoxide in the pres- 
ence of aluminum chloride. ‘The aluminum chloride is 
used in powder form having particle size of the order of 
magnitude of 0.001 mm. The manufacture of phenylace- 
taldehyde from styrene is described in a recent American 
patent."> An interesting paper discusses the isomeriza- 
tion of various aromatic aldehydes into ketones.’? ‘Thus, 
on boiling methyl phenyl acetaldehyde with 45 per cent 
sulfuric acid or an alcoholic solution of mercuric chlo- 
ride good yields of phenyl acetone were obtained. 

A study of the dimerides of anethole appeared in a 
British journal.'’’ Two other publications deal with the 
addition of maleic anhydride to anethole.'’: '°? The 
structure of the dimer of isosafrole has been the subject 
of another study.'°* 

Darzens reports a new general method for the prepara- 
tion of delta and gamma lactones.'** The method is cf 
academic interest but at present does not offer any practi- 
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cal advantage over the existing methods of synthesizing 
lactones, 

All of the six possible n-octynoic acids have been syn- 
thesized'®® and it is of interest to note the odors of the 
methyl esters of these acids. 

Methyl 7-octynoate, HC:C(CH,).COOCH,, Very green, 
sharp, chemical fatty, unpleasant 

Methyl 6-octynoate, CH,C:C(CH,),COOCH,, reseda, 
green seaweed, fatty weak 

Methyl 5-octynoate, CH,CH,C:C(CH,),COOCH.,, leafy, 
cucumber like, sweet violet, something like talia 

Methyl 4-octynoate, CH,CH,CH,C:C(CH,),COOCH,, 
cucumber like but sharp, chemical, fruity 

Methyl 3-octynoate, CH,CH,CH,CH,C:CCH,COOCH,, 
something like fresh cut grass but crude and fatty 

Methyl 2-octynoate, CH,CH,CH,CH,CH,C:CCOOCH.,, 

This is the well known methyl octine carbonate having 

a strong leafy green odor 

A new class of nitro musks has been described in recent 
patents.'° 1°7 Thus 3-tert-butyl-4-alkoxy-5-nitrobenzal- 
dehyde (I & II) and 2,4-di-tert-butyl-5-methoxy benzalde- 
hyde (III) are reported to have a strong and persistent 
musk odor. The manufacture of the starting material, 


CHO CHO yo 
| \ c 
\ S\ 
ad. \ “a en ne c(cH,), 
O,N.C zu O,N.C c.c(CH,), H,CO.C i 
c ¢ i 
| 
c(CH_) 
OCH, oc ,H, 33 
I II III 


namely, 3-tert butyl-d-alkoxybenzaldehyde is given in 
another patent.'°s 
(To be concluded in the May issue) 
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“Keep it Simple” is sound packaging philosophy. 
Clean, uninvolved design; plain, logical copy; and care- 
fully harmonized colors combine to make a package that 
is a credit to a product. —Phoenix Flame. 
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ackaging a Cosmetic Line 


Practical suggestions evolved by de Heriot in repackaging its 


entire line 


. . How the task was planned and how it was 


carried out and the interesting results that came from it 


JUNE BARTH 


N fragranced lines, perhaps more than any other 
type of merchandise, the appearance and the tex- 
ture—in brief, the emotional impression of the 
package frequently determines the sale. If only for this 
reason, there are many manufacturers today who might 
well consider the relative merits of repackaging both 
from a psychological and a practical point of view. 
Visual sales appeal is more important than ever and 
customers now are thoroughly conditioned to the 
streamlined contemporary type of packaging which is 
in itself the best example of applied art in industry. 
One cosmetic house, de Heriot of Hollywood, had 
this experience recently when it repackaged its entire 
line. Prodigious as the job was, the management found 
it worthwhile on the basis of the merchandising “hypo” 
which resulted. Other manufacturers, interested in re- 
packaging but wary of its problems, may find the fol 
lowing summation of this experience valuable. 


STEPS IN REPACKAGING 

|. Repackaging a cosmetic line is a reverse proce- 
dure in the sense that the firm must work backward 
from the established retail price of the merchandise. 

2. The first step is to establish a basic characteristic 
for the line—in the case of de Heriot, the quilted motif 
was used. 

3. Packaging must be coordinated into an integrated 
whole; this applies to the theme, color, design, type 
face and the materials used. 

1. In order to intelligently exploit the advantages ol 
new packaging, the theme should represent a recent 
trend. It should not be merely a different 
the old style package. 

It is essential to figure the cost of the package to keep 
within the permissible expenditure for this item. Since 
it is impractical to change the price of the line and 
thereby alter its entire character, the budget must be 
predicated on a fairly rigid basis and packages musi 


version ol 


meet new standards without exceeding established costs. 

In Modern Packaging Encyclopedia, 1950 edition, 
emphasis is put on the fact that firms can enhance thei 
sales through greater emphasis on the display factor in 
packaging. 


EMPHASIZING DISPLAY FACTOR IN PACKAGING 


For example, in packaging tolict water or cologne 
the first change to be made is in the bottle. De Heriot 
used a stock bottle, experimented with sandblasting 
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Working closely with printers, artists, bottle and paper manufac- 
turers, president Paul Meinke guided de Heriot’s repackaging pro 
gram, insisted on an integrated line which combined the best fea- 
tures of the former packaging with new colors, fresh designs. Fabric 


flowers were attached to cologne cartons for special Easter promotion. 


and screening to get not only the visual appearance but 
the actual feel desired by purchasers of a quality tra- 
The texture of the bottle was taken into con- 
sideration because potential customers unconsciously 
judge contents by sight, touch and fragrance; and the 
combination of these things makes up their reaction. 

Ihe initial step occurs when the artist draws up 
sketches based upon the manufacturer's experience 
and the continuity of the line. Designs of the bottle as 
well as the lettering must be made and changes in the 
pattern indicated before actual samples can be evolved. 
Also, the artist makes up screens which determine the 
style and design of the frosting on the bottle. 

Only when actual bottles have been completed can 
the over-all appearance be visualized. Even then it is 
necessary to fill the bottle to get the true picture be- 
cause the same liquids appear unlike in different types 
of bottles. 


grance. 
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After the bottle is decided upon, a long period of 
experimentation begins to find an appropriate cap. 
Aesthetically, the problem is to get a cap which looks 
appropriate with the bottle; practically it is necessary 
to obtain one with a proper sealer and a surface which 
can be counted upon to remain attractive. Tests for 
tarnishing and discoloration are essential. 





De Heriot toilet water packaging shows integration as three differ- 


ent fragrances are packaged in similar bottles with identical tags. 


Finally, de Heriot developed a pearl luster out of a 
real pearl compound and this finish was tinted the 
same shades as the packages and the liquid so that the 
color sequence was coordinated throughout the entire 
line. (In this case, the fragrance White Lace is pack 
aged in white; Parma Violet in pale green; French 
Lilac in orchid and the de Heriot fragrance, celebre. 
comes in blue-grey.) 

Once the main theme has been established, repack- 
aging is essentially a detail job. With the quilted motif, 
a quilted paper was selected for use on boxes and car 
tons. ‘To give the feeling of a conservative line which 
reflected good taste, solid colors were chosen in muted 
shades of pastel which tied in with quilted pastel 
closetware and lingerie articles. This made it easy to 
exploit the potential in store displays. . 

After the bottle, cap and carton have been chosen, 
the next step in repackaging is to select appropriate 
lettering for the package. The style of type, whether it 
is a script or a modern or conventional type face must 
fit the box as well as the nature of the fragrance. So 








phisticated fragrances may experiment with type 
whereas old fashioned essences do well to use a classic 
signature. Arrangement of type on the package is also 
a factor. When the individual boxes have been com- 
pleted, the entire line should be assembled and studied 
for overall integration. 


REPACKAGING MAY SUGGEST NEW PRODUCTS 

One big advantage in repackaging is that it suggests 
to the manufacturer new items to add to his line. For 
instance, de Heriot discovered that the same quilted 
paper which was laminated on the cartons could be 
used to make sachet packets. Filler had to be designed 
to keep the sachet powder in place and a special fold- 
ing of the paper was devised so that the packet would 
be compact. The result was de Heriot’s “Quilties’”—a 
new type of paper sachet within reach of the average 
pocketbook. 

New economies may also be devised through repack- 
aging. For instance, cardboard sleeves instead of boxes 
make the merchandise easier to stock, save cost and op- 
eration in packing and cut down on handling. 

The process is not without its headaches. From six 
to eight months should be allowed for a repackaging 
job and actual experimentation with molds, designs 
and working models may take longer. Sometimes an 
idea which seems reasonable and attractive will emerge 
out of character in terms of the existent line. Techni- 
cal difficulties are inevitable. But if a well defined 
budget is worked out in advance and if the manufac- 
turer has a clear idea of what he proposes to accom- 
plish in the process—that is, should the new package 
be smaller, larger, lighter, more modern, easier to 
handle or possessed of greater durability—he will en- 
counter a minimum of difficulty, 

And—the stimulation to the consumer will give him 
all the advantages of an established line along with the 
excitement and publicity attendant upon a new prod- 
uct, newly introduced. The salesmen get a feeling of 
confidence. ‘The buyers are impressed with the totality 
of the line. And the customer appreciates recognized 
quality beautified by dramatic presentation. 


Revised packaging in de Heriot’s case stimulated retail display directors, proving that repackaging exploits the reputation of a known 


line with the spark and consumer interest of a new one. In addition, repackaging can cut costs with no loss in sales appeal. 
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What the Retail Buyers Report 


Unbalanced stock conditions in stores . . . Time to offer Summer 


preparations . . . What is wrong with names of perfumes . . . Toile- 


try bottles criticised by buyers . . . Self service in stores growing 


HE spring sales picture for cosmetics seems to be 

bright, although many retailers were disappointed 

by the short Valentine’s sales season. New merchan- 
dising approaches will get women into stores but are de- 
pendant on good promotion material from manufac- 
turers. Several buyers have objected to perfume mer- 
chandising policies, saying that conservative names are 
needed to make women buy fragrances regularly. 


Slow Selling Lines Cause 
Drop in Store Profits 


Chicago— All cosmetic buying throughout the Middle 
West is tight. Merchandise men who study only figures, 
who are never on the floor are directly responsible for 
the unbalanced stock conditions existing in all stores. 
These men demand to know why buyers do not push 
more sales. But with unbalanced stock nothing seems 
to be on hand that a custorher wants. Here are some 
instances cited by suburban and big city buyers: 

1. Our best selling permanents for home use are two 

. Toni and Hudnut yet we must stock a halt 
dozen others because there are stores which carry them. 
Any profit we make on these two is lost because of the 
slow turnover on the nonsellers. 

2. Merchandise men do not want a slow selling line 
dropped, and a demand one put in its place. The idea 
is to try and sell ALL the brands, say buyers. This has 
resulted in spreading sales so thin that no rebates, o1 
discounts on large purchase orders can be had, if and 
when a firm makes such an adjustment. 

3. Fast selling and profitable lines are sacrificed to 
try out a new one, without a line girl, at a merchan- 
dliser’s request. 


SLOW SALES 


It would seem that the average store owner who 
goes off on a month’s winter holiday and then com- 
plains about poor sales would realize that February 
and up to March 15 have been slow for years. Add to 
this the fact that the chain stores and the drug empori- 
ums have used full pages to present their beauty prepa- 
rations whereas the department store has cut down to a 
minimum. This is true across the entire middle west, 
yet leading stores complain sale merchandise at half 
price is all that moves. At least a woman saves the ex- 
cise tax which is still a sore point in cosmetic purchases. 

Now is the time for all good stores to come to the 
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aid of their customers and offer: sun tan oils; the light- 
est of leg make-up for comparison with the extremely 
light sheer hose which is in high favor and to begin 
presentation of men’s toiletries; for June is reported a 
bigger selling month than even Christmas. This is due 
to graduation gifts which seem to center about sets and 
produce a volume of good sales. Add to this the sales 
made for Father’s Day and June should be outstanding 
in sale of cosmetics for the masculine division. 

A separate counter is usually the best argument for 
good sales in the men’s section where they want to 
make as leisurely selection as women do. 


WHAT’S IN A NAME? 


The perfume industry has long prided itself on the 
list of names which it placed on its fragrances. Since 
Christmas there has been a slower sale than normal, 
and colognes not much better—except in half price of- 
ferings. 

Being curious, several buyers were asked the why and 
wherefore for the drop in perfume sales. ‘““We find that 
in most cases it is the name,” said the buyer for one of 
the largest department store chains in the Middle West. 
“Now a name is important. Much more so than | 
ever thought. The ‘sin, shame, get him,’ and similar 
indicative titles—for these are not names—have slowed 
our sales to our best customers. Conservative dressers 
who have always used fine perfumes of the French type 
are no longer buying from us because they will not tell 
the name of the fragrance. So they prefer a number, or 
a word such as ‘spring’; ‘whisper’ or ‘bouquet.” These 
sell in large enough volume to make us reduce on the 
so-called fancy names.” 

This buyer was in agreement with many of the 
women buyers, who do not like the tags which the ad- 
vertising people suggest to makers as a swell idea for a 
stunning ad. The knock’m dead names are killing the 
business according to these women. 

Another point re the perfumes is that there is such a 
stealing of fragrances and such a sameness that dis- 
tinctive odors are wanted. No two formulae come out 
the same, say buyers, yet the odors are so similar it’s 
difficult to sell. 

Solid colognes are in favor in the St. Louis and Kan- 
sas City areas where Spring has already come and fresh- 
ness is demanded for the day. In suburban stores in 
these centers and in the North Shore smaller shops in 
the Chicago section deodorants and solid colognes are 
featured in lingerie displays. 
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To know what's really going on in the retail cosmetic 
field one needs to take a trip across the Mid-West and 
visit both major and small stores to learn that in the 
division selling the non-allergic preparations the sales 
people are now giving diet advice. “There is really 
little in the cosmetic lines that a woman cannot use, 
‘a sales girl informed us,’ except that she eats the 
wrong food and then blames it on the cosmetics.” And 
the conversation continued with the voice of authority 
which is only occasionally heard from a biochemist! 


JUST BOTTLES 


The topic of bottles is one which makes buyers see 
red, minus either a flag or a commie. There is a 
rounded triangular bottle, which if not gripped right 
goes crashing through the counter glass. True it looks 
smart on display. Women favor the contents, but not 
the bottle. 

Then there is a purple bottle filled with a fragrant 
perfume which is also expensive but it has a bottom 
that is just a little less rugged than the foothills of the 
Rockies. Again women complain and adjustments are 
made . . . but even more serious is the expensive 
breakage in the department, and again, a looker may 
place the bottle in such a position that it flops down 
and either crashes through the case or cracks the glass. 
‘These two bottles are being kept in the stock room in 
their original containers, and only shown by request. 
“We are not going to have so much breakage charged 
back to us,” said a Detroit buyer, “it’s too expensive 
and the bottles are not satisfactory to handle either in 
the store or the home.” 

In the new Evanston, IIL, store of Wieboldt’s such a 
matter of producing these bottles from the stock-room 
would be but slight exertion. The stock-room is directly 
off the main floor department and in contrast to the 
previous arrangement when as many as 50 to 75 trips a 
day were made by the clerks and buyers to the stock 
room this arrangement has permitted more sales to be 
made. 

Why not plastic squeeze bottles that tip but don’t 
spill and bounce but don’t break at home or on the 
counter: 


SELF SERVICE 

Packaged merchandise in tooth paste, shampoos, 
shaving creams, etc., always an important accessory di 
vision to the regular cosmetic section, is now being 
placed on self-service in many cities. The total volume 
of sales is so large that one stock boy is usually kept 
busy filling up the spaces. The question of pilferage 
was answered by total sales of such volume with open 
display and servicing one’s self that it far off-set any 
losses. “Today, more than ever people want to look 
and study, and even read labels,” said a buyer in Ayres’. 
Indianapolis. “We removed all the glass frames from 
the counters,” said the buyer at Carson Pirie Scott & 
Co., “and find it has increased our sales. Women study 
the merchandise, don’t have to ask a clerk what it is or 
the price and feel much freer.” 


PROMOTIONAL PRESENTATIONS 


Buyers today, confronted with merchandise office re- 
strictions and forced to write out needed merchandise 
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as a “special order,” insist that line girls are not well 
informed; that the firms are not backing them up but 
offering merchandise that just gets-by; and that new 
lines placed in stores are not given presentation or 
promotions for more than the initial week’s display. 
‘Then makers complain business is bad. “Sure it’s bad,” 
said a buyer in St. Paul, “Our girls don’t know about it 
and therefore don’t sell it. We need personal help to 
produce profit for ourselves and the manufacturer.” 


MOTHER’S DAY 

Perfumes and colognes have never been featured as 
the leading gift for a Mother’s Day offering. There is a 
wonderful opportunity for this to be done in 1950 and 
cash-in on the surplus left over from TV. Too few man- 
ufacturers realize the cut in the family budget that this 
invention has made, and on which payments are regu 
larly paid rather than on soap, cosmetics, and even the 
all important hair lotions. 

Mother’s Day might well be a time when home per- 
manents, and all hair goods, from shampoos to hair 
brushes take an important sales position. There are 
rinses for the various tints of hair as well as the vast 
number of quality dyes which are featured in many 
cosmetic departments. 

And Pink Ice may easily lead the cosmetic parade 
lor it was a one store feature in Chicago that produced 
a volume across the city and suburban area—but it was 
well displayed and featured. No store or maker can 
keep the light under a bushel and expect to have it act 
as a spot-light on the merchandise. Customers don’t 
have X-ray eyes.—Jean Mowat 


Hair Preparations Selling Well 
in Cincinnati Area 


Cincinnati— Clouds of gloom hung over the heads 
of cosmetics department supervisors here this month. 
Valentine’s Day sales had been heavy—for one day, 
when both perfumes and colognes of the name brands 
sold well. But there were only a couple of consistently 
hot items in town, other than price-reduction sales, 
which the department heads have come to regard as 
about the only means of dragging customers in. 

As always, it was an item for the hair that was selling 
well everywhere. It was “Pin-Wave,” a California prod- 
uct which one combs through one’s hair before putting 
it up on pins ($1.25 a bottle). This sold out though 
home permanents were practically dead (with the pos- 
sible exception of Toni, which incidentally will be 
pushed in a Shillito promotion soon). The Robert 
Curley demonstration (hair preparation and_ brush) 
was still drawing a buying crowd, even though the 
demonstration has been going on in one store or an-- 
other for six or seven months. Another hair item that 
disappeared from the counters was “Blensol,” a sham- 
poo dye at $1.25. Hairmetique, a brush-on tint pro- 
moted at Rollman’s by Hilda Friend, did well. In the 
words of one buyer, if it’s for the hair, it sells in Cin- 
cinnati. (This buyer was contrasting sales of eye make- 
up with hair preparations, in which the increase is 
only slight, in spite of the emphasis on it.) 

Helena Rubinstein’s half-price lipstick close-out 
brought uniform good sales, and her new silken lip- 
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sticks already were selling. Likewise for the Revlon lip- 
mirror, which women seemed to “discover” after it had 
been here for several weeks. The serious question about 
lipsticks this spring, however, is about the harmony of 
the many rose tones with the high style orange-reds of 
apparel. They clash. It may mean the stalling of sales. 

Soaps on sale went well in several stores. Ann Havi- 
land’s “Wood Violet,” usually a slow selling scent in 
comparison with Lily of the Valley and Blue Hyacinth, 
had a better two weeks than at Christmas when pro- 
moted in a Shillito fashion show. Coty girls wearing 
smart smocks were doing well for the face powder 
(Shillito) and the Dorothy Gray half-price lipsticks 
went fast. Powers models will be in town soon to bolster 
his line of liquid cosmetics (which really needs no 
bolstering). 

A close-out of Mark Cross toiletries for men was a 
hit (Rollman’s) and several stores will plan Easter pro- 
motions of men’s cosmetics, a growing field here.— 
Mary Linn White 


Spring as the Theme for Promotions 
Produces Results in Buffalo 


Buffalo— Exciting new sales appeal has been incor- 
porated into the departmental toiletries displays at 
L. L. Berger. An outstanding advantage of this depart- 
ment is the innumerable display cases recessed in the 
wall bordering the counters. And instead of their be- 
ing decorated with attractive but individual arrange- 
ments, they are all being keyed to one central theme 

. each case dramatizing the particular function con- 
tributed to that theme by the respective cosmetic lines. 

“Swing Through Spring” is the current theme to 
which the display is tuned. Little swings suspended 
from branches of apple blossoms, daisies or hyacinths 

the seats of the swings supporting colorful boxes, jars 
or bottles of the various toiletries, appropriate captions 
completing the display. 

Among the captions are: “Swing through Spring— 
find your “Gay Diversions” with Evyan Swing 
through Spring with Germaine Monteil muted rose 
makeup for a real Spring glow Swing through 
Spring with Ann Haviland’s Blue Hyacinth delight- 
fully feminine bath accessories Swing through 
Spring—keep your colors flying with Jacqueline Coch- 
ran. 

As for trends here at Berger’s, less prestige advertis- 
ing than usual has been the procedure since the first of 
the year, appeal being concentrated on reasonably 
priced promotions. Not half-price sales; just solid mer- 
chandise at A rei sonable price. 

Revlon’s new lipmirror lipstick is proving extremely 
popular as is Volupte’s new lip-look lipstick case, sell- 
ing at $3.00, $5.00 and $7.50. 

The specially packaged presentations prepared for 
Valentine gifts by the various companies didn’t sell 
nearly as well as they should have. 

Helena Rubinstein’s lipstick sale went over wonder- 
fully, Naylon’s half price sale proved terrific. A regular 
that stays tops at Hengerer’s is Pinwae. And of course, 
eye makeup is moving like mad—with everyone ex- 
perimenting to see what kind of a doe they'd make— 
Maggie Flemming 
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Open Demonstrations are Being Resumed 
on the Pacific Coast 


Los Angeles—Emphasis in toilet goods departments 
on articles for the hair is still increasing. Since the first 
of the year Kolor Rinse Shampoo, Shampoo Curl, Kol- 
estrol,—all have enjoyed prominent positions in West 
Coast department store toiletries displays. Diamond 
Dry Goods, Phoenix, Ariz., have sold over 14 gross of 
Shampoo Curl since January 5, for instance. “And 
that’s all found business,” said buyer Gayle Law. “If I 
had depended on staples alone during this period I 
would have dropped behind, instead of going ahead.” 

It is interesting to note the tendency now to make 
shampoos something more than just cleansers. This is 
an important trend, and you'll see more items launched 
to treat, to color, to wave, the hair as it is shampooed 
as the year gets along. Also you will see more and more 
firms which have rated themselves strictly in the beauty 
shop field breaking into department stores. Such firms 
in the beauty shop field are by the nature of the busi- 
ness obliged to distribute their product through jobbers 
or beauty supply houses. Beauty shops, generally speak- 
ing, cannot be sold direct without a sales force number- 
ing thousands, and a credit and collection department 
not substantially smaller in number of personnel. And 
to a manufacturer accustomed to pricing his product 
less 40 and 40 the picture in direct department store 
selling of list less 40 per cent is extremely attractive. 

So with increasing emphasis on beauty shop mer- 
chandise in first floor department store toiletries sec- 
tions you may confidently look forward to seeing more 
and more beauty shop suppliers trimming their sails to 
catch some of the opulent breezes that play across de- 
partment store cosmetic sections. 


OPEN DEMONSTRATIONS 


Gradually the bars that have been erected against 
the old time “open demonstrations” are coming down. 
Sho-Curl demonstrators are brushing and curling their 
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Cosmetics? In the home repair department, next to paints! 
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hair and lecturing to groups of women crowded around 
their pitch stands in stores all up and down the Coast. 
No less a store than Frederick and Nelson, Seattle, ran 
a Beauty Forum last month, to which leading treat- 
ment houses sent their top road girls to stand along- 
side the regular line girl in F & N’s cosmetic section 
and help her put the pressure on the customers who 
drifted by. ‘These road girls were feted, luncheoned, 
dined and interviewed by press and radio, and while 
none of them donned a white uniform and mounted a 
soap box, to an observer hardened by years in this 
peculiar business of ours the hoarse bark of the old 
time open demo was readily perceptible beneath the 
elan and eclat with which the Beauty Forum was pre- 
sented. 

And now here in the May Co. in Los Angeles last 
week, the Coty section of the toiletries department was 
made colorful by blue smocks and berets donned by all 
the Coty demonstrators, to accent the visit to the store 
of Coty’s top road girl. How long, we wondered, will 
Houbigant and Lentheric and Lucien Lelong and Do- 
rothy Gray and Faberge and Helena Rubinstein and 
you go ahead and name some more, be content to have 
their demonstrators clad in mufti while Coty’s group 
shine resplendent in baby blue smock and berets. And 
when all demonstrators in the May Co. appear in vari- 
ing a soap box to holler over the heads of the 
competition? Truly, the mote the toiletries business 
changes the more it is the same. 


DOE EYES 


Everywhere a West Coast salesman goes in toiletries 
sections these days he finds eyelids being fluttered at 
him. “Doe eyes,” the gals say. “How do you like our 
doe eyes?” From which this particular salesman de- 
duces that somebody has launched a wave of interest 
in eye makeup among toiletries sections sales girls by 
the invention or utilization of the fortuitous words Doe 
Eyes. But you can get a good ride on his wagon right 
now by booming eye makeup. Eye tint, lid shadow, eye 
pencil,—all are meeting with special interest and a 
special welcome.—Don Cowling 


Extra Training Program for Cosmetic 
Clerks Brings Results in Dallas 


Dallas— Taking advantage of the lull between Val- 
etnine’s Day and Easter, Dallas department stores are, 
for the most part, concentrating on sale merchandise. 
Specials line the counters. Several large advertisements 
have appeared in the newspapers. 

Primarily the specials have followed these lines: lip- 
sticks, nail sets, soaps and lotions. 

Since spring weather and strong sun already have 
come to ‘Texas, the sale of hand and face lotions has 
been heavier this year than in most previous years. 
Some stores have tied in with shampoos with a sugges- 
tion for getting hair ready for the hot summer sun and 
the swimming season which always is hard on the 
coiffure. 

One large department store has taken advantage of 
the before-Easter weeks to conduct an extra training 
program for departmental personnel. Clerks have been 
reviewed on this year’s fashions and their effect on dif- 
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ferent fragrances. They have been taught basic sale 
facts on face creams, lotions etc. and given information 
on color combinations and their effect on make-up. The 
department head commented that she was trying to 
make her sales personnel conscious that one color lip- 
stick, cologne, face powder and eye make-up was not 
enough that certain costumes demanded change 
in color. 

She believes this is one sure way of increasing sales of 
regular merchandise and she knows that this sort of 
education for customers rests in the hands of her clerks. 
Instructions also include ideas on how to lead a cus- 
tomer to consider another product without too obvi- 
ously “‘selling.” For instance, a new lipstick should have 
a matching rouge and possibly a new powder shade. 
Clerks also are being made more conscious of specials 
so that they automatically call them to a customer’s 
attention. 

Chain drugs report increasing demands for home 
permanents with Toni still in the lead. These stores 
continue to cut down the number of lines in their 
stock, concentrating more and more on nationally ad- 
vertised merchandise with tie-in promotion.—Jean 
Shaffer 


New Shampoos and Hair Coloring 


Selling Well in Pittsburgh 


Pittsburgh—A flurry of shampoos has brought a 
wave of interest that has rolled up extra business here. 
A curl cream shampoo resulted in drawing the conclu- 
sion that the feminine heart yearns desperately for 
curly hair. Washing curls INTO the hair, instead of 
OUT, has struck a responsive chord among customers. 
Reasons for the interest in a cover-up for gray hair 
were noted in a spot check recently made among cus- 
tomers in stores. The answers given indicate how the 
majority of women now feel on this question: 

“I have a good job—can’t afford to look old,” comes 
from career women as well as those who have “aver- 
age” paying jobs. 

“It’s old-fashioned to be afraid to admit to tints—I 
don’t mind saying I had a tint, but I still shudder if 
someone talks about ‘dyeing’ the hair,” said another. 
(Note: advertising that includes the word “dye” can be 
construed as repelling to most women.) 

“Hair coloring doesn’t have the social taboo that was 
once associated with it. I'd just as soon change the 
color of my hair as the color of my lipstick,” one cus- 
tomer said to a salesgirl. 

The popularity of Blendsol color tint shampoo 
points up an interesting outlook on this matter. The 
repeat business done on it here since it came out of the 
beauty shops onto the cosmetic counters indicates a 
tremendous interest in a satisfactory way to do a color 
job at home. 

A “Week of Beauty” at a local store, with representa- 
tives from a number of leading manufacturers, is now 
in progress here. Success of the activity cannot be ascer- 
tained at this writing, but early reports indicate it has 
merit. Originally handled as a “Beauty Fair,” this is a 
repeat performance of a similar promotion which had 
excellent customer acceptance when introduced several 
years ago.—Lenore Brundige 
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No matter what size bottle closure you 
require, Standard’s famous ‘“‘Classic’’ 
design can fill the bill. 


It is available in 11 sizes from 8 mm. to 
38 mm.; in short, medium and tall skirt; 
regular finish, or with well for applicator 
or hole for dropper. 


STANDARD CAP 


AND MOLDING COMPANY, inc. |: 
PLASTIC CLOSURESE 


307 S. EATON STREET + BALTIMORE 24, MD. 


OFFICES IN ALL PRINCIPAL CITIES © LATIN-AMERICAN REPRESENTATIVE: ROBERTO ORTIZ, HAVANA 


AND EVERYTHING IN BETWEEN 


TY you want 


And we can match any color you want. 

Write for samples and prices on the size 

and quantity in which you are interested. 
Standard’s stock “CLOVER LEAF” 
design is available in the most popular 
cosmetic sizes and in any color ... We 
are also equipped to make Private Mold 
Closures to your order. 


Free Deal Dangers 
a practice of using free deals by manufacturers to 
stimulate sales to dealers is not without its dangers. 
These were summarized as follows in a recent issue of 
Printers’ Ink: 

The manufacturer will have to produce an abnor- 
mal quantity of merchandise to meet the abnormal de- 
mand for the free deal. That will necessitate a step- 
up in his production schedules. After the dealers are 
stocked up, their sales will have to show a marked in- 
crease or they will not buy again for a longer than nor- 
mal period. In this case the manufacturer will have to 
slow down his production to a level far below normal 
and his costs of production will rise sharply for the 
year. 

. The merchandise involved in the free deal will 
cost the manufacturer money to produce. He may com- 
mit the mistake of charging it off to advertising. If he 
does, his advertising costs may be so excessively high 
that he will have to cut back the promotional campaign 
which has been developed to the point where it will 
sell most efficiently. ‘The result will be decreased con- 
sumer acceptance of his product. 

3. The dealer may overstock those items on which 
merchandise deals are offered. If the deal gets more 
merchandise traveling directly to the consumer, it will 
prove profitable; but if it simply pushes merchandise 
into the dealer’s store where it will stop, it will be un- 
profitable. The manufacturer should use all the pro- 
motional devices at his command to move the goods 
out of the retailer’s stores into consumer homes. 

In order to get rid of large stocks, retailers are 
likely to cut the price to consumers. The retail price 
of competing brands will have to be reduced in order 
to meet the new low price. Other manufacturers will 
meet the price cut in one way or another, and a price 
war will be approximi ately the same total volume at a 
reduced margin of profit. Thus all elements of the 
trade will suffer. 

5. If the product that has been overstocked is a per- 
ishable item, returned goods will jump to a much larger 
figure. 

6. If the merchandise deal is arranged to clear 
through the jobber, he will be forced to carry an excess 
load of accounting that may shorten his already short- 
ened margin of profit all out of reason. 

Retailers may henceforth order only during the 
pasha when a free deal is in force, and the cut price 
that was introduced to ‘get the jump on the competi- 
tion’ will become a perms anent headache for the manu- 
facturer who started it. 


An official interpretation of the use of the word 
“free” in connection with offerings of merchandise in 
advertising was given by the Federal Trade Commission 
as follows: The use of the word “free” or words of simi- 
lar import, in advertising to designate or describe mer- 
chandise sold or distributed in interstate commerce, 
that is not in truth and in fact a gift or gratuity or is 
not given to the recipient thereof without requiring 
the purchase of other merchandise or requiring the per- 
formance of some service inuring directly or indirectly 
to the benefit of the advertiser, seller or distributor, is 
considered by the Commission to be a violation of the 
Federal Trade Commission Act. 
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Rule 2 of the Beauty and Barber Equipment and Sup- 
plies Industry as promulgated by the Federal Trade 
Commission in 1941 states: ‘““The use of the word ‘free’ 
or the equivalent thereof where not properly or fairly 
qualified when the article is in fact not free with the 
tendency or effect of misleading or deceiving the pur- 
chasing or consuming public is an unfair trade practice.” 


Warning to Merchandisers 


OME of the figures on the competitive position of 

Lever Brothers Co. products dug up by Advertising 
Age in connection with the sudden and unexpected 
resignation of Charles Luckman as Lever president are 
startling. 

The majority of Lever Brothers products seem to 
have lost considerable ground competitively during re- 
cent years, and while this does not mean—nor is it de- 
signed to imply—that Lever Brothers’ operation is 
currently unprofitable or “shaky,” it does carry a mes- 
sage of warning to every merchandiser in today’s fast- 
moving marketing scene. 

There was a time-not many years ago-when a bad 
guess, or promotional coasting, or poor distribution or 
pricing methods, could be endured by a company in 
strong position without serious long-term effect. It was 
possible for a good product to “coast” for years before 
anything serious happened to it. 

But no longer. There has never been so “fast” a mar- 
ket in all history. Today’s darling-product can become 
tomorrow’s dog almost in the twinkling of an eye. Ex- 
amples abound on every hand. The figures indicate, 
for example, that Tide, P & G’s new entry in the pack- 
aged soap field, has come from nowhere to undisputed 
top position in the field in about two years, during 
which it has hurt every other product, including 
P & G’s own packaged cleansers. 

Packaged vitamins moved into a commanding posi- 
tion overnight, and then moved out again so quickly 
that a score of manufacturers who one day thought 
they had a handsome new profit maker, woke up the 
very next day to discover they had a very large, and 
very costly white elephant on their hands. Antihista- 
mines and ammoniated dentifrices, within recent 
months, have gone a long way to create chaos in the 
cold-remedy and dentifrice fields, with long-term re- 
sults which cannot yet be assessed. Toni almost single- 
handedly has changed the whole complexion ‘of the 
beauty shop business, and even now there are vague 
indications that changes in women’s hair styling may 
have a serious effect upon the growth potentials of 
the home permanent wave, including Toni. 

The fact is—and it is a most significant fact—that in 
the consumer goods field particularly, competition be- 
tween brands and products has never been so savage 
and so swift in its effects. In most lines, it is no longer 
possible to coast, to take things easy for a while, 
Wait out a trend. 

Aggressive forward action, applied promptly and ef- 
ficiently, is essential to maintaining position in a mar- 
ket where change is the one thing that’s sure. Once a 
merchandiser was able to sit on his hands occasionally 
and watch the parade go by, confident that when he re- 
gained his strength he could catch up with the pa- 
raders. But now the paraders are racing by in jet-pro- 
pelled vehicles.—Advertising Age. 
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Eastman stabilizers are widely 
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Tennessee Eastman Corporation also manufactures a number of food grade antioxidants. These are available under the trade name ‘‘Tenox."’ 


Our antioxidant laboratories and staff are fully equipped to analyze 
oxidation and stability problems. We welcome the opportunity of working with you. 
For additional information and samples of EASTMAN stabilizers write to TENNESSEE 


EASTMAN CORPORATION (Subsidiary of Eastman Kodak Company), KINGSPORT, TENNESSEE. 
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SALES REPRESENTATIVES: New York — 10 E. 40 St.; Cleveland — Terminal Tower Bldg.; Chicago — 360 N. Michigan Ave. West Coast: Wilson & Geo. 
Meyer & Co., San Francisco — 333 Montgomery St.; Los Angeles — 4800 District Blvd.; Portland — 520 S. W. Sixth Ave.; Seattle —1020 Fourth Ave., So. 
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Specifications and 


Dr. Morris B. Jacobs 


Components 


Care must be exercised in the selection of the terminology 


used in expressing the specifications for flavoring com- 


ponents 


| October, 1949, the Food and 
Drug Administration, Federal 
Security Agency issued one of its 
Notices of Judgment summarizing 
judicial review of orders under sec- 
tion 701 (F) of the Federal .Food, 
Drug, and Cosmetic Act (J. R. 701 
(f) N. J., F..D. C. 9; issued Oct. 
1949). ‘This issue contained a de- 
cision concerning the terminology 
employed to describe the use of 
sprays containing fluorine com- 
pounds on apples and pears. While 
it might appear at first hand that 
such a decision has no relationship 
to the writing of specifications for 
flavoring or perfume components, 
closer inspection shows its connec- 
tion to common chemical usage 
and therefore to the fields in which 
we are interested. Indeed if the im- 
plications of this decision are 
widely applied, there will be a seri- 
ous impact on the drawing of spe- 
cifications for many things and on 
the usual system of reporting prox- 
imate analyses. For these reasons 
this decision is being brought to 
the attention of our readers. 


Quotation from Decision 


In order that this point be clari- 
fied, it will be helpful to quote a 
portion of the decision: “The 
statement that “fluorine spray, 
namely cryolite,” is used on the ap- 





® Professor of Chemical Engineering, Pol 


technic Institute of Brooklyn. 
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. . « Why they should be written rigidly 


MORRIS B. JACOBS, Pu. D.* 


ples and pears mentioned in No. 
10,947 and the = statement that 
“fluorine in the form of cryolite”’ is 
used on apples and pears men- 
tioned in No. 10,952 may be dis- 
regarded, for we know judicially 
that there is no such thing as “‘fluo- 
rine spray, namely cryolite,” or 
“fluorine in the form of cryolite,”’ 
for Fluorine and cryolite are not the 
same thing. Fluorine is a gas. Cry- 
olite is a solid. Fluorine is a chem- 
ical element. Cryolite is a com- 
pound of sodium, aluminum, and 
Huorine (Na,AIF,). 

Being a compound, cryolite is a 
distinct substance, which is to say, 
it is neither sodium nor aluminum 
nor fluorine.” Footnote 3. reads: 
“This is true of all compounds. Ex- 
amples: Water, a compound of hy- 
drogen and oxygen, is neither 
hydrogen nor oxygen, but is a dis- 
tinct substance. Common salt, a 
compound of sodium and chlorine, 
is neither sodium nor chlorine, but 
is a distinct substance.” 

This decision was characterized 
by one chemist as a judgment 
worthy of a Solomon; another 
characterized it as an example of 
clear thinking. Neither characteri- 
zation is correct for it would ap- 
pear that there is but a lack of fa- 
miliarity with chemical usage, par- 
ticularly use in the writing of 
specifications and analytical re- 
ports in simple English grammar. 


Flavor Component Specifications 


Let us see how this decision 
might apply to the standards and 
specifications of the Essential Oil 
Association. One of these for phen- 
ethyl alcohol (phenyl ethyl alco- 
hol) reads in part: “Halogens: 
Negative. Proceed as directed for 
the determination of chlorinated 
compounds.” Assume it were dem- 
onstrated that a halogenated com- 
pound was present, would it not be 
possible, as indicated in the above 
decision to say, “Halogens, it is 
well known, refers to the elements 
fluorine, chlorine, bromine, and io- 
dine. Fluorine is a gas; chlorine is 
a gas; bromine is a liquid; and io- 
dine is a solid. However, none of 
these elements are present as such. 
Therefore the phenethyl alcohol 
contains no halogens and the sam- 
ple meets the specifications.” 

Specification No. 13 for propyl- 
ene glycol of the Board of Stand- 
ards, Toilet Goods Association con- 
tains standards for ash, chloride, 
sulfate, and heavy metals to which 
the following comments on the 
cetyl alcohol standards apply. 


Cosmetic Specifications 


One of the requirements of the 
cetyl alcohol specification (No. 19 
Board of Standards, Toilet Good 
Association) states: “Ash . 0.05 
per cent maximum” Suppose that 
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an analysis discloses that after a 10- 
gram sample is carefully ignited 
and ashed to constant weight, a 
residue greater than that allowed 
is found. Could not the claim be 
made: “We all know that “ash”’ is 
something that remains after burn- 
ing. Cetyl alcohol itself is not a 
burned material, therefore it has 
no ash and the specification is 
meaningless.” 

In the same way these specifica- 
tions read: “Lead part per 
million maximum as Pb. Arsenic 

1 part per million as As,O,.” 
Again suppose someone insists that 
this, as the above decision implies, 
means that the lead must be pres- 
ent as elementary lead and that the 
arsenic must be present as arsen- 
ious oxide. One can readily see the 
impasse that might result if the de- 
cision quoted were widely applied. 


Chemical English 


Actually the statements “fluorine 
spray, namely cryolite,” and “‘fluo- 
rine in the form of cryolite” as 
used in the original complaint as 
well as the terms “ash”, “halo- 
gens,” “lead,” and “arsenic” as are 
used in the specifications are cor- 
rect from the point of view of 
English, chemical terminology, and 
in my opinion, legal use. 

Thus for example, when a word 
gg ig pameeno an element is 
used, it is not exclusively implied 
that it is in an elemental form for 
we accept the fact that English 
words may have several meanings. 
There is nothing strange about 
such a concept. Many words in the 
English language have more than 
one meaning, some of which are 
totally at variance with one an- 
other. 

For instance, seeded raisins are 
raisins from which the seeds have 
been removed. Seeded rolls, on the 
other hand, are bakery products 
which have been sprinkled with 
seeds. ‘The simple word “knot” has 
16 substantive meanings and 4 uses 
as a verb. 

Ina completely analogous man- 
ner, the word “fluorine” or for that 
manner any element has_ several 
meanings. It stands for (1) a sub- 
stantive for the element it repre- 
sents; (2) a substantive or adyjec- 
tive describing a compound of 
which it is a constituent; and (3) 
an adjective describing a mixture 
of which one of its compounds is a 
component. An example of the first 
use is: “Fluorine is a gas above 
—187 deg. C. when the pressure is 
less than its critical pressure. (This 
is a point which the decision ig- 
nores in its simple statement that 
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fluorine is a gas.) One sentence 
can be employed to illustrate the 
second and third uses: “In fluorine 
chemistry the use of fluorine in the 
form of cryolite as a fluorine spray 
is considered.” 

It is not sufficient to say that if 
the term “fluoride” had been used 
instead of “fluorine” all the diffi- 
culty could have been avoided. It 
would have been just as incorrect 
to have said “fluoride.” The suffix 

“ide” indicates a compound de- 
rived from a nonmetallic element 
and is customarily a binary com- 
pound. Hence the use of the term 
fluoride is even more restrictive 
than the use of the word fluorine. 
It may be that what is commonly 
called sodium aluminum fluoride 
(cryolite) is actually the sodium 
salt of hydrofluoaluminic acid in 
which the fluorine is tervalent, that 
is, Al + (F:FNa)3, namely sodium 
fluoaluminate, hence the com- 
pound is not a fluoride at all. 


Correct Usage 


While it is my opinion that such 
terminology is correct for specifica- 
tions and many more examples can 
be given, nevertheless, it might be 
best from the point of view of 
avoiding any possible ambiguity or 
misinterpretation to write specifi- 
cations more rigidly. 

‘Thus where specifications are 
drawn to meet certain proximate 
(a proximate is an estimation for a 
type of component; an ultimate 
analysis is for a single substance) 
analyses as “moisture, i “ash,” “car- 
bohydrate,” “nitrogen,” it might 
be prefer: ible to state “moisture 
(loss of weight on heating for 
hours at a specified temperature)”; 
“ash (after ignition of the prod- 
uct)”; and nitrogenous matter in- 
stead of “nitrogen” for in the latter 
case one might run into the same 
difficulty, namely, “nitrogen is a 
gas” etc. In the case of the term 
“halogens” as mentioned in a sec- 
tion above, the term “halogenated 
compounds” might be employed. 
All of these changes would be 
helpful but they would not alter 
the fact that judicial recognition 
should be taken of common chemi- 
cal terminology and this should be 
the deciding factor in determining 
the proper use of a term. 

Fortunately, merely because a 
decision of the sort that has been 
quoted was made, there is no im- 
plication that this is binding in all 
other cases or on all other judges. 
Others may have a different opin- 
ion of the proper use of chemical 
terms and thus render their deci- 
sion on their own opinion. 


FLAVORED NOTES 


Notices of Judgment (summariz- 
ing judicial review of orders un- 
der section 701 (F) of the Federal 
Food, Drug, and Cosmetic Act) of 
the Food and Drug Administration 
(J. R. 701 (f) N. J., D. C. 8) 
briefly reviews the case in which 
the petition of the American Leci- 
thin Co. Inc. to permit its custom- 
ers to use the label statement “‘leci- 
thin” without the words “Emulsi- 
fier Added” or “With Added Emul- 
sifier’”’ was dismissed. This was 
done on the basis that the peti- 
tioner was not damaged by the re- 
quirement. 


One aspect of the use of syn- 
thetic and artificial flavors that it is 
seldom possible to achieve with 
natural and fortified flavors is the 
factor of novelty. As the number 
of “tailor-made” synthetic flavoring 
substances increases, the possibility 
for novel flavor formulations in- 
creases. 


There are two concepts to the 
term “purity.” In one of these we 
mean to imply that a chemical is 
“chemically pure” that is, that if 
it is a compound, it conforms to 
certain specifications. The other 
meaning, generally used in connec- 
tions with foods and flavors is that 
the material is nontoxic. Hence it 
is important to distinguish what is 
meant when these terms are em- 
ployed. 





Flavoring Candy 


HE proper flavoring of candy 

or any foodstuff is an art, but 
behind the art is science. Science 
with its knowledge of basic proper- 
ties and components knows how to 
accent weaknesses, so that the over- 
all effect is full, round, mellow, 
and pleasing. Natural flavors as de- 
rived from fruits are always round 
and mellow, but almost invariably 
weak and unable to come through 
adequately a mass of cooked ingre- 
dients. It is customary, therefore, 
and correctly so, to fortify the natu- 
ral with a good imitation flavor 
and thereby produce a smooth sat- 
islying and full eflect—improving 
on nature in fact! Imitation flavors 
are by no means to be ignored or 
scorned, for they are “produced 
with consummate art and in se- 
lected cases are to be preferred to 
the natural flavors. 

The art of flavoring candy ne- 
cessitates the use of certain ad- 
juncts, among which salt and edi- 
ble acids are the most frequently 
used, to bring out full flavor ef- 
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fects. The use of salt in butter- 
scotch and peanut confections, the 
incorporation of acidulents in 
fruit flavored pieces are just about 
indispensable for correct flavor ef- 
fects—they are part of the “make- 
up” essential for palate appeal. A 
well-flavored confection will always 
be in flavor balance; its flavor will 
persist throughout the time it is in 
the mouth, not merely provide a 
top note that gradually tapers off 
to a low point of insignificance be- 
fore gustatory appreciation is com- 
plete. Depending upon the type of 
confection, salt when used should 
either be tasted, or below the 
threshold of taste, in accordance 
with the effect desired. When it is 
part of the flavor as in peanut can- 
dies it should be tasted. When 
used to bring out and accentuate 
other notes such as coffee, or choc- 
olate, it should not obtrude on the 
consciousness of the taster. 

Among the imitation flavors 
that are being offered for sale to 
candy makers, a trend toward 
greater concentration is noticeable. 
Some flavors are potent enough so 
that when used in the proportion 
of 1 ounce or less per 100 pounds 
of hard candy, a satisfactory flavor 
level will be obtained. 

When correctly priced, such fla- 
vors are advantageous. However, it 
is desirable practice when using 
such potent preparations to add an 
inert diluent or solvent to increase 
the volume of the active flavor to 
ensure complete dispersion—it is 
easier this way to secure uniformity 
throughout the batch. Propylene 
Glycol N.F., or deordorised vege- 
table oil, whichever is miscible 
with the flavor, are suitable dilu- 
ents to bring up the volume to 
proper measure for a good blend- 
ing and mixing job in any weight 
of batch. Pulled candy however, 
when the flavor is added during 
pulling, does not present the same 
problem—the mechanical multi- 
folding that is part of the pulling 
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process takes care of the mixing 
properly. 

Every candy plant, large or 
small, can profit by organizing its 
own taste panel, whose duty should 
be to check on daily production for 
flavor excellence and to correct ir- 
regularities or deviations from self- 
imposed standards. Experiment!— 
don’t fear to experiment when in 
search of novel effects. Try new 
combinations of flavors. Some in- 
teresting, enhanced and striking re- 
sults, can be produced by mixing 
harmonizing flavors. Orange and 
pineapple, orange and _ coconut, 
pineapple and coconut, apple and 
cinnamon, almond and _ coconut, 
chocolate and malt, are just a few 
suggestions that come to mind— 
maintain a lively interest in candy 
flavoring, for FLAVOR IS THE QUAL- 
ITY. {fbstract from article by AL- 
fred Leighton in “International 
Confectioner” 





Industry News 


Use of Dulcin and P-4000 
as Sweeteners Discouraged 


The Food and Drug Administra- 
tion has sent out a bulletin urging 
that Dulcin and P-4000 as sweeten- 
ers in floods be discouraged pend- 
ing further evaluation of available 
data. 


Fourth Candy Production 
Conference April 27 and 28 

The fourth annual — produc- 
tion conference of the Pennsylva- 
nia Manutacturing Confectioners’ 
\ssn. in cooperation with the Le- 
high University Institute of Re- 
search will be held at Lehigh Uni- 
versity, Bethlehem, Pa. April 27 
and 28, 

\ feature of the first day’s pro- 
ceedings will be a symposium on 
relative properties of sweeteners. 
Hans F. Dresel, Felton Chemical 
Co., is chairman of the conference. 

The annual banquet will be 





Lloyd E. Smith 


Officers of the Flavoring Extract Manufacturers Association 








Leland Symmes 


held on the evening of April 27 
and will include an address by 


Gov. James H. Duff of Pennsylva- 
nia. 


Important Papers to Feature 
F.E.M.A. Convention May 7—10 


Dr. J. W. Sale, chief of the bev- 
erage division of the Food and 
Drug Administration, and_ the 
Hon. Hamilton Eams, educational 





President John Curlett 


director of the American’ Eco- 
nomic Foundation, are among the 
speakers scheduled to address the 
tIlst annual convention of the Fla- 





Vice-President Frank Nowland 


voring Extract Manufacturers’ As- 
sociation at the Traymore Hotel 
in Atlantic City, May 7-10. The 
complete convention program has 
been announced by John H. 
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HOW TO ADD 


a 


The basis for each of these visualized “extra-special” 


packages ts a low-cost stock-mold container 


TO YOUR TOILETRIES 


Choose your package from more than 1400 Duraglas bottles 


‘‘functioneered’’ for beauty and durability 


Hait your sales battle is won when 
your product is in a “love-at-first- 
sight” container. And you needn't 
spend a fortune to have one! 
There are more than 1400 Dura- 
glas containers ready for you to 
pick from. Rounds, flats, shorts, talls 


—each ready for an individually 
designed closure and label to give 
you a truly distinctive package— 
with all the economies and advan- 
tages of stock-mold containers. 

If you prefer a custom-made con- 
tainer, Duraglas Center specialists 


will create a customer-appealing 
design for your container with the 
strength, toughness and durability 
that mark a// Duraglas bottles. 


For everything from bottles to 
closures and shipping cartons, call 
your local Owens-Illinois office. 


DBuraglas Bottles are Vrotectors of Quality 


OWENS-ILLINOIS GLASS COMPANY 
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Beach, chairman of the conven- 
tion committee of the association. 

Dr. Sale will speak at the open- 
ing general session on May 8 on 
the topic: “Some Recent Adminis- 
trative Opinions and Court Deci- 
sions under the Federal Food, 
Drug, and Cosmetic Act of Inter- 
est to Flavoring Extract Manufac- 
turers.” 

The address of Hamilton Eams 
on “Management, Wages, Prices, 
Profits” will highlight the morning 
session on May 9. Ray C. Schlot- 
terer, secretary of the Vanilla Bean 
Association, will discuss ‘““The Va- 
nilla Market.” Other important 
speakers that day will include Pro- 
fessor P. H. Tracy of the dairy hus- 
bandry department of the Univer- 
sity of Illinois, Paul S. Willis, 
president of the Grocery Manutfac- 
turers of America, Ernie Briggs, 
Jr., of the Dow Chemical Co., and 
A. K. Barta of the Proprietary As- 
sociation. 

“Ethyl Alcohol—Past, Present, 
and Future Trends” will be the 
subject of an address by A. R. Lud- 
low, Jr., manager of alcohol and 
chemical sales, U. S. Industrial 
Chemicals, Inc., at the afternoon 
session on May 9. H. P. Wese- 
mann, president of the Essential 
Oils Association of America, will 
speak on “Essential Oils.” Re- 
sponsibilities of Field Sales Man- 
agement” will be discussed by ]. J. 
Thompson of Charles Pfizer and 
Co., Inc. Admiral Fred _ Bell, 
U.S.N. (retired), director of hu- 
man_ relations, McCormick and 
Co., will address the convention on 
“Human Relations.” 

Reports of the various commit- 
tees of the F.E.M.A. will also be 
heard. Election of officers for the 
coming fiscal year will be held on 
May 10. 

The convention will open on 
Sunday, May 7, with a luncheon 
meeting of the executive commit- 
tee. 


Entertainment Features of 


Coming F.E.M.A. Meeting 


John H. Beach, chairman of the 
Convention Committee of ° the 
Flavoring Extract Manufacturers 
Assn. has announced a _ splendid 
program of entertainment for the 
members and guests at the forth- 
coming May 7-10 meeting of the 
association in Atlantic City, N.]. 
Headquarters will be in the Tray- 
more Hotel. 

The festivities will start with a 
cocktail party from 5 to 6:30 p.m. 
Sunday, May 7 in the Traymore 
Hotel. After luncheon Monday a 
boat ride will be provided for the 
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Sweet-toothed South Americans are now pleasantly savoring flavoring materials flown 


from the United States as part of a record air shipment of 55 drums weighing 22,000 lbs. 
net and valued at more than $100,000 from Polak’s Frutal Works. 


ladies and the men who enjoy golf 
will have an opportunity ‘to par- 
ticipate then in the annual golf 
tournament details for which are 





Convention Chairman John Beach 
being arranged by Frank W. 
Green. In the evening the entire 
membership and guests will gather 
at Capt. Starn’s Pier for dinner and 
an evening of informal gayety. 
Frank W. Green will present prizes 
to the winners in the golf tourna- 
ment. 

‘Tuesday card games will be pro- 
vided for the ladies by Mrs. John 
N. Curlett and Mrs. Frank Now- 
land. In the evening the reception 
of President John N. Curlett will 
be held in the Traymore Hotel at 
6:30 p.m. to be followed by the an- 
nual banquet. 

The convention committee is 
composed of John H. Beach, chair- 
man; Leo Green, C. G. Jackson 
and Robert Krone. 


Black Pepper and Cardamom 
Replacements Announced 


Essential oil shortages during 
and since the War resulted in the 
development and use of many imi- 
tation replacements. Some of these 
were of such substantial merit that 
manufacturers continued to use 
them even after normal supplies 
of the corresponding natural oils 
again became available. ‘Typical 
of such materials that continue in 
wide demand today are the imita- 
tions of Cassia, Coriander, Nutmeg 
and Mace—notable examples of 
successful scientific procedure car- 
ried on in the laboratories of 
Fritzsche Brothers, Inc. That these 
specialties continue to be used is 
due to their fidelity to the genu- 
ine oils, to their ready availability 
and uniformity, and finally, to 
their highly favorable cost and 
freedom from wide price fluctua- 
tion. 

It was their continuing success 
with these earlier replacements, ac- 
cording to a recent Fritzsche an- 
nouncement, that prompted their 
further research in this direction 
and led ultimately to their more 
recent and most timely develop- 
ments. At the current writing, two 
products, in particular stand out 

Oil Black Pepper Imitation and 
Oil Cardamom Imitation—both of 
which represent scientifically cor- 
rect reproductions of two very im- 
portant and, at present, high 
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priced seasoning oils. Each is said 
to be remarkably economical and 
to impart the natural characteris- 
tics of the genuine oil with faith- 
ful exactness. 


Amber Colored Glass to 
Classify Color of Maple Syrup 


Permanent colored glass stand- 
ards for use in classifying the color 
of maple syrup have been devel- 
oped by the Production and Mar- 
keting Div. of the Dept. of Agri- 
culture to replace caramel-glyc- 
erin solutions hitherto used for 








John A. Bouton, newly appointed chief of 
the Flavor Division of Synfleur Scientific 
Laboratories is well known to readers of 
the American Perfumer as the former con- 
ductor of its Flavor Clinic. He has been a 
specialist in flavor research for more than 
seventeen years. 


this purpose. Theee sti cniende 
light, medium and dark amber are 
reproduced in amber glass. For use 
with the glass color standards a 
square type sample bottle for syrup 
has been adopted by the depart- 
ment’s research workers. 


Sugar Cane Syrup Quality 
Standards Considered 


Proposed quality standards for 
sugarcane syrups were considered 
at a hearing in ‘Tallahassee, Fla. 
conducted by the Dept. of Agricul- 
ture March 27. ‘Tentative grades 
and specifications for sugarcane 
syrups were presented. 


Willami J. Stange Co. Depicts 
Its Growth in Booklet 


The story, briefed in picture 
and words of a new era in Amer- 
ica’s food business; the transition 
of seasoning from a ‘spice is spice’ 
concept to an exact art science 
which adds to seasoning magic the 
blessings of dependable uniform- 
ity, is given in an attractive well 
illustrated 28 page booklet issued 
by the Wm. J. Stange Co., Chicago, 
Ill. The booklet is dedicated to the 
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late Edward J. Marum vice presi- 
dent of the company who died 
last year. It also pays tribute to 
William Jan Stange whose fore- 
sight 45 years ago laid the pattern 
for the strides in seasoning technol- 
ogy which have been made up to 
now. The pictures are especially 
interesting and give a good idea of 
the world wide work of the com- 
pany. Photos of officers and de- 
partment heads emphasize the per- 
sonal relation it strives to main- 
tain. 


Chemical Abstracts 


Synthetic perfumes in the nu- 
trition industry. Louis Benezet 
(Etablissement A. Chiris, Grasse.) 
Ind. parfum 3, 102-8 (1948). —A de- 
tailed study of synthetic perfumes 
used as aromas in nutrition is made. 
The following categories are treated: 
Definite products (I) obtained from 
essential oils, synthetic products (I1) 
from I as the starting material, 
obtained by starting with chemical 
compounds prepared by cracking or 
distillation of castor petroleum, or 
coal tar, and mixtures of the fore- 
going with or without addition of 
natural products. It is concluded 
that the chemical perfume has be- 
come the indispensable complement 
of the natural essences. (CA, 42,6991, 
1948). 

Acids play important roles in 
flavor, M. Sivetz, Food, Inds., 2/, 
1384-5, 1949). The use of phos- 
phoric, tartaric, malic, citric, and 
lactic acids in carbonated beverages, 
and their effect on the pH, total aci- 
dity, and taste are discussed. (Thru 
C.A. 44, 1207, 1950) 


Colorimetric determination of 
capsaicin in oleoresin of capsi- 
cum. Horace North, General Con- 
trol Laboratory, Dodge & Olcott, 
Inc., Bayonne. N.]. 
the colorimetric determination of 
capsaicin in oleoresin of capsicum 
has been developed in which the 
readily available vanillin is em- 
ployed for the standard solution in 
place of capsaicin. (Thru Anal. 
Chem. 2/7, 934, 1949) 

Antiseptics for foodstuff. 
XXXIIE. Fukujiro Fujikawa, Kunio 
Nakajima, and Hiroshi Fujii. J. 
Pharm. Soc. Japan 68, 73(1948); cf. 
C.A. 43, 9273h.—Concns. which can 
prevent mold growth for 60 days in 
soy sauce are for Ph isothiocyanate 
and O-ethyl phenylthiocarbamate 
(.003-0.005% ; and O- isopropyl! phe- 
nylthiocarbamate 0.005—0.007%. O- 
Butyl and O-Isobutyl phenylthiocar- 
bamates had no inhibiting effect in 
concns, as high as 0.007%. XXXIV. 
Ibid. 190.—Both Et thiocyanoace tate 





A method for 


and p-methoxyphenyl isothiocya- 
nate have inhibitory power in less 
than 0.001% concns., and o-meth- 
oxypheny] isothiocyanate inhibits in 
0.001-0.003% concns. (Thru Chem. 
Abs. 44, 2133, 1950) 


Flavors in mlk, causes and pre- 
vention. J. A. Newlander (Univ. of 
Vermont, Burlington). Milk Plant 
Monthly 38, No. 3, 42—5(1949). A re- 
view. (Thru Chem. Abs. 44, 2137, 


1950) 


Estimation of the color of to- 
mato paste. Application of a color 
index. W. Bb. Davis (U.S. Dept. Agr., 
Pasadena, Calif.). Anal. Chem. 21, 
1500—3(1949); cf. C.A. 44, 241g.— 
Most of the methods hither to pro- 
posed for estg. the color of fruits, 
vegetables, and their products have 
been based on visual comparison or 
reflectance measurements. In the 
present method the coloring matters, 
excepting the yellow color sol. in 
H,O, are extd. with Me,CO, and the 
light absorption is measured in a 
Klett-Summerson colorimeter with a 
No. 44 blue filter, and expressed as 
color index, in terms of the scale 
readings of the instrument. A signifi- 
cant correlation has been found, for 
both tomato juices and pastes, be- 
tween the color index and the sum 
of carotenes and lycopine detd. by 3 
chem. methods. The H,O-sol. yellow 
coloring matter has little influence 
on the color index. (Thru Chem. 
Abs. 44, 2138, 1950) 


Taste and flavor of foods. Ya- 
tard Obata. Ndgaku (Sci. of Agr.) 1, 
197-203, 295-300, 345-50(1947); cf. 
C.A. 43, 1878h.—A review on chem. 
compds. affecting taste and flavor of 
foods, with more than 50 references. 


(Thru Chem. Abs. 44, 2133, 1950) 


An experimental study of the 
effects of alcohol and alcoholic 
beverages on allergic reactions, 
Susan C. Dees. Ann. Allergy 7, 185- 
94, 300 (1949). Allergic and hista- 
mine wheals are increased after in- 
gestion of alc. It might be inferred 
that in so-called alc.-sensitive per- 
sons the ingestion of alc. merely 
brings to a clinical level a subclini- 
cal reaction. This mechanism could 
make foods or inhalant allergens, 
which were unrelated to the con- 
tents of alc. beverages, potent 
enough to manifest clinical reac- 
tions, or the alc. medium could en- 
hance the small amts. of allergens 
which it contained to a level suff- 
cient to produce an allergic reaction. 
No adequate explanation is avail- 
able for the marked and specific 
sensitivity which some persons ex- 
hibit toward certain alc. beverages. 
(Thru Chem. Abs. 43, 9252, 1949) 
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MARYLAND GLASS 


The glitter, glamour and grace of stylish, crystal clear packaging can be yours for a 
reasonable cost when you pack to attract in Maryland Glass. A wide variety of smart 
designs in a complete range of sizes are constantly in stock, ready for immediate shipment. 
Let us show you how economical these shopper stoppers can be. Just drop us a line giving 
the nature of your product and the sizes in which you pack it. We'll send you appropriate 


samples and complete details. No obligation, naturally, so write today. 


MARYLAND GLASS CORPORATION @ BALTIMORE 30, MARYLAND 
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Old-time perfume flacon and cosmetic box fram the Paris Collection 
of the late Leon Givaudan 








theres more to a 
Yuan meds the nose 


Behind the perfect fragrance of a new perfume, there may be a 
leading specialty representative of a new harmony. The greatness 
of such a specialty is measured by the variety of successful 
perfumes built around it by creative perfumers. An outstanding 


example is to be found in Givaudan’s 


SOPHORA 


Truly a classic in the grand tradition of French perfumery, Sophora is 
unchallenged for warm and heavy notes which its fragrance rightly suggests. 
Ilowever, it lends itself equally to deep florals and even to 

lighter, fresher bouquets ...The more a work of art is studied, the more beauty 
it unfolds. To work with Sophora is to discover its finer points, to 

uncover its potentialities ...To prove its versatility, several versions for soaps, 
powders, and cosmetics have been created, which today share 


the success of the original Sephora. 


, 
(Cncater LJistiation through 


ivaudan-] )elawanna, 
Inc. 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Detroit « Chicago + Seattle » Los Angeles « Montreal « Toronto 





CYCLAMAL 
: ROSANOL 
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Tomorrows Success! 1”. 


Sqn AROMATICS DIVISION 


26 VERONA AVENUE, NEWARK 4, NEW JERSEY | 











Soap Industry Down Under 


Dollar shortage causes drop in imports . 


. . Soap industry 


increases output in spite of alkali and tallow shortages 


. Number of factories increases with rising demand 


LD ae the years since the 
end of World War II, Austra- 
lian industry has forged ahead by 
leaps and bounds. During 1948 no 
less than £44,542,388 was pro- 
vided by public subscription for 
investment in industrial enter- 
prises, and every department of 
Australian industry showed expan- 
sion. 


Soap Imports Drop 

Whereas in pre-war days enor- 
mous quantities of merchandise 
were imported, and although to- 
day still sees huge imports in many 
fields, in the soap industry imports 
have dropped considerably, and 
manufacturers, despite steadily in- 
creasing costs, are showing expan- 
sion in many directions. 

Here are given figures which 
show some of the advances made 
of late. The Australian pound is 
quoted throughout. At the present 
there are approximately $2.25 to 
the Australian f, so that if figures 
are multiplied by 214 the result 
will be, as near as possible, Amer- 
ican dollars. . 

In the last normal pre-war fi- 
nancial year—from July 1, 1938, to 
June 30, 1949-—the number of 
Australian factories producing 
soap and candles was 65. Workers 
employed numbered 2,620; salar- 
ies and wages paid totalled £501,- 
000; the cost of power, fuel, light, 
etc., was £76,000; and the value of 
raw materials used (including con- 
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tainers) was £1,568,000. Total 
value of the. year’s output was 
£3,529,000, and the net value of 
production (output minus the cost 
power, fuel, light, lubricants, re- 
of raw materials, containers, 
placement of tools and repairs to 
plant, and representing the value 
added within the factories in the 
process of manufacture) was f1,- 
885,000. 


Now 88 Soap Factories 


Now the Commonwealth Statis- 
tician reveals figures for the finan- 
cial year 1947-48. These show the 
total number of factories to be 88 
(50 in New South Wales, 17 in 
Victoria, 10 in Queensland, 5 in 
South Australia and three each in 
Western Australia and Tasmania). 
Employees number 3,204 and 
the total of salaries and wages 
paid during the year (excluding 
amounts drawn by working pro- 
prietors) was £1,124,000. Cost of 
light, power, etc., was £173,000, 
and the value of raw materials 
used was £4,295,000. Total value 
of output was £7,403,000, and net 
value of production was £2,935,- 
000. 

Materials used during the year 
(figures are hundredweights of 112 
pounds) included: Tallow, 893,826 
(valued at £1,479,683); alkali, 156,- 
042 (£373,651); waxes, 2,833 (£21,- 
301); resin, 20,356 (£64,768); eu- 
calyptus oil, 1,054 (£13,424); refined 


coco-nut oil, 21,021 (£89,667); un- 
refined coco-nut oil, 59,497 (£252,- 
511); soda ash, for soap, 122,473 
(£108,965); soda ash, for soda crys- 
tals, 6,907 (£5,822); crude glycerine, 
15,366 (£86,532); refined glycerine, 
2,551 (£19,406); stearine, 5,350 
(£14,595); oleine, 5,881 (£21,631); 
salt, 39,415 (£11,571) and perfumes 
valued at £177,926. In addition 
there were quantities of glycerine 
made for use by the factories them- 
selves together with undisclosed 
amounts of palm and olive oils. 

Items manufactured (again in 
hundredweights of 112 pounds) in- 
cluded: household soap, 599,144 
(£ 1,471,786); industrial soap, 54,631 
(£103,010); an undisclosed amount 
of sand soap (£135,892); toilet soap, 
260,103 (£1,639,652); soft soap, 23,- 
158 (£43,294); liquid soap, includ- 
ing liquid shampoo, 84,438 (£178,- 
780); soap flakes and chips, 48,698 
(£236,519); soap extracts and pow- 
ders, including shampoo powders, 
530,311 (£1,772,135); shaving soaps, 
sticks and creams, 9,517 (£241,257); 
soda crystals, 34,227 (£20,448); soap 
lye, 162,678 gallons (£6,264) and 
cleansers and cleaning powders, 79,- 
335 (£182,775). 


How the Industry Grew 


Some detailed indication of the 
growth of the soap industry in Aus- 
tralia is shown by the figures of 
1939 and 1948—Soap, 986,087 hun- 
dredweight (1939) and 1,073,486 
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hundredweight (1948); soap extracts 
and powders 187,077 and 530,311 
respectively; and shaving soaps and 
creams 2,822 and 34,227. 

Classification of workers during 
the year under review was: Work- 
ing proprietors, 45 (including two 
women); managerial and clerical 
staff, 665; chemists and laboratory 
research staff, 53; foremen and over- 
seers, 146; skilled and unskilled fac- 
tory workers, 2,231; and carters, 
messengers, etc., 64. 

Wages ranged from £1 18s. 11d. 
to £4 9s. 3d. per week for junior 
female workers; from {2 6s. 4d. to 
£5 5s. 10d. for junior male workers; 
from £4 7s. 9d. to £5 2s. 9d. for 
senior females; from £6 0s. 9d. to 
£6 19s. 6d. for soap cutters; and 
from £6 4s. to £7 6s. for soap mak- 
ers. 


Imports and Exports 


Imports of soap and allied lines 
during the year were: Shaving soap 
and cream, £37; toilet, fancy and 
medicated soap, £2,691; other 
soaps, £38,705; and soap substitutes 
and compounded detergents, £59,- 
649. 

Exports were: Shaving soap and 
cream, £2,692; toilet, fancy or medi- 
cated soap, £44,588; other soaps, 
£52,283; and soap substitutes and 
compounded detergents, £7,269. 

For some time past manufactur- 
ers have been concerned at short- 
ages of alkalis and tallow. In addi- 
tion the recent coal strike affected 
production badly, and labour turn- 
over in most factories is high, espe- 
cially among females. Controlled 
prices of tallow led, it was thought, 
to some firms withholding supplies 
in the hope of eventually obtaining 
increased rates by being allowed to 
export at about three times the 
home price. 

For a time Australian lumpers 
banned the export of soap (and 
what the Australian lumper decides 
to ban does not get loaded) because 
of a general domestic shortage. But 
the position is such now that ex- 
ports are freely made and a good 
trade is being done with the Pacific 
Islands. 

In pre-war days, as has already 
been pointed out, there were good 
imports of soaps into Australia, 
many varieties coming from the 
United States. Today the dollar 
shortage prohibits such imports, 
and were dollars plentiful the cur- 
rent rate of exchange would make 
such imports too expensive to 
handle. 

Undoubtedly the day will come 
when United States merchandise 
can again flow freely into Australia, 


& Essential Oil Review 


NY NNN o 
. 


in 





One of the ole sitet in Australia is Sidney, whose harbor is shown here. Sidney is 


also the largest soap manufacturing center in New South Wales. 


but it would seem that as far as the 
general run of soaps is concerned, 
the only way American products 
will sell to Australians is through 
the establishment (as has been done 
by some leading ny turers*) of 
branches of ‘American factories 
within the Commonwealth. 

In 1944-45 there were two more 
factories and a further 286 employ- 
ees. The wage bill had gone up to 
£779,000; and the cost of power 
and light, etc., had increased to 
£127,000. Value of raw materials 
was £2,853,000; output totalled a 
value of £5,465,000; and _ produc- 
tion was £2,485,000. 

In the following year the num- 
ber of factories had increased to 
73, employing 3,020 workers. The 
wage bill was £860,000; output 
was £5,802,000; and net produc- 
tion was £2,628,000. In 1946-47 
there were six more factories, em- 
ployees now numbered 3,181, 
wages totalled £946,000, and out- 
put was valued at £5,905,000 
(with net production £2,714,000). 

® Prominent Australian soap manufacturers 
include Lever Bros. Pty. Ltd. and Associates; 


Colgate-Palmolive Pty. Ltd.; Clinton Williams 
Pty. Ltd. 


News Notes 


All Atlanta Hospitals 
Using pHisoderm with G-11 


pHisoderm with hexa-chloro 
phone 3 per cent is now being used 
in all of the eleven hospitals in At- 
tanta, Ga. as a preoperative scrub 
by surgical personnel. The hospitals 
reporting on the use of the syn- 


thetic detergent include those op- 
erated by the city, state and federal 
authorities and also private and 
university hospitals; but not the 
U.S. Federal penitentiary hospital. 


Procter & Gamble’s Tide a 
Top Seller in Three Years 


A synthetic detergent, Tide, es- 
pecially designed for heavy laun- 
dry, dishwashing and miscellaneous 
household purposes which was first 
marketed in 1947 in selected areas 
by the Procter & Gamble Co. is now 
a top seller the company reports. 
The company spent 15 years of re- 
search on it before it was first mar- 
keted; and national distribution 
was undertaken six months after it 
was introduced. 


Dean of Soap Industry 
Offers Sage Advice 


Samuel S. Fels, — of Fels 
& Co., Philadelphia, . from his 
90 years of experience in life offers 
this sage advice: “Whatever may 
appear to the contrary humanity is 
on the road to better things. I 
have never known a time when 
there wasn’t trouble. Times are 
now no worse than they ever were. 
I think the human family is grow- 
ing in intelligence and I think na- 
ture has a great purpose in view 
for us. Keep busy, but don’t rush. 
Be moderate especially in eating 
and drinking. Be sure to keep an 
open mind and don’t worry. 

Mr. Fels made millions in his 
soap business and gave largely to 
various philanthropies. He is a 
widower with no children. 
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Denatured Tallow for Soap 


T a regional meeting in Los 
Angeles, reports Roy W. Peet of 
the Assn. of American Soap & Glyc- 
erine Producers Inc., the problem of 
denatured tallow being objection- 
able for use in soap manufacture 
was considered. Since then there 
have been other complaints. Mr. 

Peet’s report follows: 

We met with Dr. I Tierney, 
Chief of the Special Projects Section, 
Dr. R. K. Somers, Chief of the In- 
spection Procedure Section and by 
phone during the meeting through 
Dr. Tierney, with Dr. R. N. Men- 
hurin, Chief of the Laboratory Sec 
tion of Meat Inspection Division. 

Some differences of opinion were 
expressed by the various sections 
but were ironed out at the meeting 
so that we believe the following will 
now hold up either in the field or in 
Washington: 

1. This whole problem is not new 

and has a history of many years. 
Obviously, the public protection 
angle is predomini int and any re- 
lief will be considered carefully 
but acted on slowly so that ade- 
quate protection to the public is 
maintained. 
There is a specific and sharp divi- 
sion between federally inspected 
plants and non- federally in- 
spected plants. Plants producing 
for interstate shipment or for ex- 
port must be federally inspected. 
Plants not shipping interstate 
and not exporting do not have 
to be federally inspected. If there 
is no federal inspection, the plant 
practices may be more lax than 
if they are federally inspected. 

In a feder: ally inspected plant a 
definite distinction is made between 
tallow or grease which contains ma- 
terial derived from a condemned 
product and that which does not. If 
the tallow or grease is derived either 
wholly or in part from a condemned 
product, then the denaturing re- 
quired is (1) either sufficient low 
grade offal to make the color at least 
as dark as the division color guide 
which has been adopted by the 
B.A.I., or (2) mineral oil meeting 
certain specifications in the ratio of 
1 part mineral oil to 200 parts 
finished fat. Since one of the speci- 
fications is that this mineral oil shall 
be detectable by taste when used in 
the ratio of 1 part to 1,000 parts ol 
bland lard and the denaturing is at 
five times this concentration, the 
taste of the mineral oil is certain to 
be prominent. 

If there is no condemned product 
processed in the tanks, then the fat 
is only required to differ from edible 
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in any one of three qualities, odor, 
taste or color. If it resembles edible 
in all three qualities, it must be de- 
natured either as prescribed for the 
denaturing of fats derived from con- 
demned products or denatured as 
prescribed by the Chief of the Divi- 
sion. It is our understanding that 
there are many approved denatur- 
ants which can be used under these 
circumstances, and we understand 
fuel oil No. 2 (ordinary home heat- 
ing oil) has recently been added to 
the list. 

The following recommendations 
were made: 


1. Try to get the supplier to process 
condemned products separately 
so that he has material “derived 
wholly from product other than 
condemned.” By denaturing this, 
(if it possesses the physical char- 
acteristics of color, odor and taste 
of an edible product) with some 
denaturant which will affect taste 
but not odor or color, it will be 
useable for white toilet soap. The 
processor can then denature the 
fat derived from condemned 
products as required, but the 
soap maker can either use this in 
a lower grade soap product or :! 
he mixes the two classes of fat t«- 
gether, the objectionable dena- 
turing mineral oil will be at a 
much lower concentration in the 
resulting mixture. 

2. Stimulate and work with the 
packer and oil companies to de- 
velop a mineral oil denaturani 
which meets with specifications 
attached here but which does 
not have the objections of the 
present product being used. We 
understand Shell and probably 
some other oil companies are al- 
ready working on this problem. 

3. Check with your supplier to be 
sure he is not unintentionally us- 
ing more of the denaturing ma- 
terial than is actually required. 
Concentrations in some instances 
have been as much as four times 
7 required, according to 
B.A.L. 

4. If any of your tallow and grease 
is being denatured though not 
derived in whole or in part from 
a condemned product, get your 
supplier to try some other dena- 
turant since there is a fairly long 
list of approved denaturants. It 
is only necessary in this case to 
differentiate from edible in any 
one of the three characteristics, 
taste, color, or odor. 

Dr. Somers advises us that they 

are examining other denaturants 

and particularly fuel oil 42 for 
use with condemned products 
and hopes they will be able to 


wr 


determine whether to approve 

this or not by April 15. 

If anyone has had experience with 
this problem which he thinks would 
be of general interest or if there are 
any suggestions for further activity 
on the part of the association, Mr. 
Peet requests him to get in touch 
with the association. 





Lever Bros. Co. Gives 
Wage Boost to Employes 


A wage increase of six cents an 
hour and company-paid surgical 
benefits were given by the Lever 
Bros. Co. to workers in the Edge- 
water, N.J., St. Louis, Mo. and 
Baltimore, Md. plants. The master 
wage contract was signed by the 
Lever management and the Inter- 
national Chemical Workers Union, 
AFL. 


Armour Household Cleaner 
Being Tested 


Armour Household Cleaner 
has recently been introduced in a 
few test marketing areas by the 
Armour Soap Works division ot 
Armour & Co., Chicago, Ill. This 
is the first product to carry Arm- 
our’s own label rather than some 
other brand name The new prod- 
uct carries the familiar Armour 
logotype on the label and has the 
top and bottom of the cylindrical 
container lithographed in yellow 
to match the yellow color of the 
label. For the introductory 1¢ sale 
offer, Armour uses a wide band 
around three cans to advertise the 
combination offer and to leave the 
sides of two of the cans open for 
consumer identification. 


Trylon Markets Dishwashing 
Tablets 


Trylon Products Corp., Chicago 
manufacturing chemists is testing a 
new ‘bubble bath’ effervescing tab- 
let for washing dishes in some mid- 
western cities. 


Plan to Start Whaling 


Industry in Ireland 


Norwegian and Irish business 
men are planning to revive the 
whale processing industry in 
Elly Bay, Ireland. A license will be 
applied for in March and it is be- 
lieved that the Minister of Indus- 
try and Commerce will grant the 
license. 


April, 1950 313 


















ELIGHTFUL fragrance of 
rich Jasmine in 
full bloom with the fascinating 


subtle French motif 






) 
.. A favorite from out of the past... — \ 
down through the years ... As om 
and appealing as ever in the most modern 
} 


perfumes, toilet waters, 


and cosmetics . 





CHICAGO - NEW YORK 61 + LOS ANGELES 13 
DALLAS 1 + DETROIT 2 » MEMPHIS 1 + NEW ORLEANS 13 
ST. LOUIS 2 + SAN BERNARDINO + SAN FRANCISCO 11 


Florasynth Labs. (Canado Ltd.) Montreal + Toronto * Vancouver + Winnipe: 
Florasynth Laboratories de Mexico $. A. — Mexico City 





314 April, 1950 The American Perfumer 





Hints for Improving Production 


Streamlining the production line in smaller companies may easily be 


done by turns to meet conditions imposed by limited space . . . Closer 


Inspection . . . New and improved equipment for plant or laboratory 


MALLER manufacturers may 

often improve the efficiency of 
their production lines by stream- 
lining even in limited floor space. 
Streamline production can be car- 
ried out even if several turns in 
the line must be made. On a liquid 
or cream line applying two labels 
by semi automatic labelers, for in- 
stance, a turn may be made at 
each labeler. An inclined metal 
trough, a small power driven belt 
or a hand rotated disc table may 
be utilized depending on the dis- 
tance between them. On a powder 
line the change in direction may 
be made wherever the container 
must be handled. Thus in a talc 
line it may be where the container 
is placed in and out of the foot or 
power operated device for pressing 
the lid on. Where a_ produtt is 
filled warm the turn can be made 
where the closures are screwed on. 
Despite low production and lim- 
ited floor space in the foregoing 
ways inefficient packaging and 
needless handling and rehandling 
may be eliminated to an appreci- 
able extent. 


Closer Inspection 


Closer scrutiny of bottles, jars, 
tubes, labels, cartons and _ other 
findings before acceptance and de- 
livery to the packaging floor is of 
definite advantage. The supplier 
of findings will usually cooperate 
fully to correct the shortcoming 
if any findings happen to slip 
through their inspectors that are 
below the standards agreed upon. 
A last look after final assembly of 
the package will also help to main- 
tain a closer quality control. 


New Impulse Timer 


An impulse timer, Model RT 
without gears and clutch which 
provides impulse circuit for pro- 
duction line control, pilot circuit 
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and other timing; on and off cir- 
cuit for mixing and molding ma- 
chinery, laboratory testing etc. is 
offered by the Zenith Electric Co. 


New Portable Filling Machine 


A new portable filling machine 
designed to deliver accurately 
measured quantities of liquids into 





Filling Machine for Vials 


vials or ampules on a production 
basis is offered by S. Rosen & As- 
sociates. It is stated to provide an 
increased range of deliveries with 
accuracy, is easy to operate and is 
virtually maintenance free. A thy- 
ratron-type control gives stepless, 
variable speed at full torque. Fill- 
ing speeds range from 500 to 5000 
deliveries per hour. It is designed 
for tray filling or fixed position fill- 
ing. It occupies 8x10 in. of bench 
space and weighs 20 lbs. 


Manual Motor Starter 


A manual motor starter with 
positive bimetallic overload pro- 
tection known as the Motor Senti- 
nel is announced by the Westing- 
house Electric Corp. It is especially 
suited for controlling and protect- 


ing small motors used with pumps, 
grinders, fans etc. With a front re- 
movable heater of the proper rat- 
ing it permits time delay for start- 
ing and allows motors to carry 
overloads up to their safe capacity 
without disconnecting them from 
the line. 


Mechanical Case Stop 


For instantly stopping the travel 
of cases moving on conveyors the 
Metzgar Co. offers a mechanically 
operated case stop. It may be used 
on various conveyors of standard 
dimensions in addition to the man- 
ufacturer’s conveying units. ‘The 
mechanical type stop is for perma- 
nent installation and is operated 
by a lever. A metal snap-on stop 
is also available that may easily be 
put on or removed from the line. 
Printed matter describing the new 
device in detail will be sent on re- 
quest. 


Obnoxious Odor Destroyer 


For destroying obnoxious odors 
of smoke, organic waste etc. in con- 
fined areas Odorstroy, which is 
metazene dissolved in a hydrocar- 
bon carrier and pressurized by 
freon-12, is offered by American 
Instrument Co., Inc. It reacts 
chemically with odors and is said 
to render them odorless almost in- 
stantly. It is supplied in aersol con- 
tainers. 


Controlled Humidity 


The controlled humidity method 
of air conditioning which employs 
an hygienic absorbent liquid to.re- 
move moisture directly from the 
air developed by the Niagara 
Blower Co. is useful for preserving 
quality and. in storing, processing 
and handling many products in the 
cosmetic and allied trades accord- 
ing to the manufacturers. A bul- 
letin describing the method may be 
had for the asking. 
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New Self Priming Pumps 


A new group of stainless steel 
self priming pumps for pumping 
cosmetics, syrups, corrosive liquids, 
and other liquids is announced by 
the Ertel Engineering Corp. The 
new units are available in five sizes 





New Stainless Steel Pump 


in the following gallons per min- 
ute at zero pounds pressure: 3 
gpm., 5 gpm., 10 gpm. 20 gpm. and 
30 gpm. Handy manual by-pass 
control valves are included on 
each pump to easily regulate pres- 
sure and flow rate. All sizes are 
available as individual units or as 
complete pump assemblies, _ direct 
drive or belt driven. 


Dry Materials Blender 


For blending dry materials the 
Patterson P-K twin shell blender, a 
unique mixing apparatus, is  of- 
fered by the Patterson-Kelley Co. 
inc. Essentially it consists of two 
cylindrical shells of equal diameter 
but so joined together as to form 
a V rather than a long straight 





New Twin Shell Blender 


tube. ‘This V-shaped unit rotates 
about a horizontal axis passing 
through approximately the geo- 
metrical center. At the apex of the 
V is located a dust tight discharge 
valve; at the end of the two legs 
are located standard access covers 
with swing bolts and dust tight 
gaskets. If necessary to prevent 
dust while loading, the machine 
can be set in the reverse position 
and fed through the discharge 
valve. In operation the unit is set 
in normal upright position and 
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charged through either or both ac- 
cess openings until about half full. 
With valve and access openings 
closed the machine is rotated 
slowly about the horizontal axis. 
In according to different products, 
a perfect blend is said to be ob- 
tained. After setting the machine 
at normal vertical position the 
mixed product is discharged. 
There are no_ baflles or obstruc- 
tions to retard cleaning or prevent 
thorough mixing. Sizes range from 
1 to 300 cu. ft. capacity. Power re- 
quirements range from 14 to 20 hp. 
The company also supplies small 
test blenders of transparent plastic 
so that those in charge can watch 
how the blending takes place. For 
those who wish more information 
a four page catalog section fully 
describing it will be sent. 


Automatic Case Unpacker 


A new model of the Ermold au- 
tomatic unpacker which automati- 
cally removes standard containers 





New Case Unpacker Design 


from cartons, deep or shallow cases 
and trays, is announced by the Ed- 
ward Ermold Co. It empties filled 
or partially filled cases, discharges 
containers onto a continuous con- 
veyor and releases empty cases to a 
conveyor on either left or right 
sides of the machine. ‘The overall 
dimensions are 6x6x6 [t. Cases can 
be handled in sizes ranging from 
15 to 24 in. length, 1014 to 1714 in. 
width an 74 to 121% in. height. An 
electrically controlled — hydraulic 
system is used to impart motion to 
the major components of the un- 
packer. Failure of associated con- 
veyor equipment automatically 
stops the unpacker. 


Locating Defective Battery Cells 


For instantly locating defective 
battery cells the General Scientific 
Equipment Co. offers the GS Hy- 
Rate battery cell tester. It is made 
to show the condition of a 6 volt 
battery. It is light in weight and 
convenient as the meter is between 
the adjustable prods which are 





made to fit the terminals on any 
battery. There is a double scale 
meter. The full sized colored dial 
has a long scale for easy reading. 
“Dead, Discharged and Charged” 





Low Priced Battery Tester 


scale markings enable anyone to 
read the battery condition at a 
glance. A special light illuminates 
the dial in dark places and goes 
out when the cell is dead. 


Water Repellant Coating 


A water repellant coating of a 
transparent nature to render out- 
side masonry walls above grade im- 
pervious to water, rain and damp- 
ness is offered by the Ranetite 
Manufacturing Co. It contains 
polysiloxane resin. 





Processing Literature 


Collectors for industrial dust 
control made by the Ducon Co. are 
illustrated and described in a new 
12-page catalog, DC 49-60. Con- 
structional and operating features 
of Duclone collectors are de- 
scribed. It is illustrated with eff- 
ciency curves, schematic drawings 
of different industrial applications 
and other pictures. 


Cutting Production Costs with 
Electronic Controls is the subject 
of a 65 page booklet which will be 
sent to anyone interested by Photo- 
switch Inc. 


The Burrell Announcer listing 
advances and improvements in sc 
entific apparatus and chemicals. 
Winter edition, has been issued by 
the Burrell Corp. for general dis- 
tribution. 


Ton Exchangers—Quiet Revolu- 
tionists of Industry is the leading 
article in “The Laboratory” house 
organ published by the Fisher Sci- 
entific Co. Copies will be sent on 
request. 
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New Products and Developments 


Trimethyl Orthoformate 


Production of trimethyl ortho- 
formate is now under way by Kay 
Fries Chemicals Inc. The trimethyl 
ester, the company states, besides 
offering unexploited possibilities 
in organic synthesis, eventually 
might prove more economical 
than its homolog triethyl orthofor- 
mate, which the company has man- 
ufactured in large quantities for a 
number of years, as an intermedi- 
ate for B-complex vitamins, cer- 
tain dyes and special polymers. A 
bulletin on the chemistry of the 
triethyl ester will be sent to any- 
one interested on request. 


Profit Ideas for Merchandisers 


‘Tested and successful ideas that 
have made money for others are 
given in “Profit Ideas for Drug 
Merchandisers,” a monthly news- 
letter issued by the National Re- 
search Bureau Inc. The service 
sells for $10 annually and a sample 
copy will be sent to anyone inter- 
ested. 


New Artificial Civet 


A new artificial civet that may 
be used to totally replace the natu- 
ral product at a substantial saving 
is the way Civetarome-SK is de- 
scribed by Samuel Klein, its crea- 
tor. He reports that it is similar in 
appearance and in diffusive power 
and odor to natural civet. One or 
two per cent used in any floral 
yields, it is added, a soft fragrance 
that is natural and pleasing. It is 
said to be completely stable and is 
useful in florals for fine toilet soap. 


Tube Roll Up 


A tube roll up, a plastic gadget 
which is attached to the bottom of 
a collaspsible tube and twisted to 
roll up with the tube evenly, and 
which retails at ten cents, is of- 
fered by the Tube Roll-Up Co. 


Tag-O-Graph 


The ‘Tag-O-Graph offered by the 
Weber Addressing Machine Co. 
supplies everything needed to ad- 
dress tags or labels or print direct 
on boxes, cartons, packages, etc., 
according to the manufacturers. It 
is offered complete with 25 extra 
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stencils, one stylus and a can of 
waterproof ink and also complete 
instructions. A free trial for ten 
days is cffered by the company. 


Total Water Hardness Method 


Lotal water hardness and the 
hardness caused by calcium alone 


are accurately mez isured by simple, 
easy methods in approximately 








Step by step procedure illustrated: (1) 


measured sample is poured int porcelain 


dish. (2) buffer solution is added and the 
sample well mixed. (3) Indicator is added 
and well stirred, turning the water red. (4) 


Titration turns the color from red to bluish. 


one minute, according to Hall 
Laboratories Inc. The new Hagan 
total hardness test involves a sim- 
ple, direct titration with a distinct 
color change at the end point so 
that the possibility of error due to 
subjective judgment is eliminated. 
\ll equipment and reagents re- 
quired for the Hagan total hard- 
ness test or the Hagan calcium test 
are made available through Hagan 
Corp., parent of Hall Laboratories 
Inc. and its associated firms Calgon 
Inc. and The Buromin Co. 


Illinois Consumer Analysis 


The 1950 Illinois Consumer 
Analysis is now being prepared by 
Illinois Daily Newspaper Markets 
Inc. The survey will be published 
in seven volumes. Volume 6 will 
cover the purchase of cosmetics, 
toilet soaps, laundry soaps, perma- 
nent wave kits, deodorants and 


scouring powders. Anyone wishing 
a copy of this volume, which will 
be available about September 1, 
should write for it now. 





Trade Literature 


The versatility and advantages 
of Wirz coll: ipsible tubes and email 
plastic specialties are outlined 
with illustrations and __ specifica- 
tions for guidance in developing 
modern, attractive, convenient 
and safe packages in an 8-page cat- 
alog just issued by A. H. Wirz Inc., 
Chester, Pa., America’s pioneer 
tube manufacturer. The catalog is 
well gotten up and gives useful 
data of a permanent nature on 
standard sizes and tolerances, etc. 
which make it useful to makers of 
all types of cosmetics, soaps, denti- 
frices, ointments etc. A copy will 
be sent on request. 


A Service to Industry by the 
University of Maine is the subject 
of a 16 page booklet issued by the 
Department of Industrial Coopera- 
tion of the University of Maine, 
Orono, Maine. It presents a plan 
for expanding the program of in- 
dustrial cooperation at the Uni- 
versity covering fundamental re- 
search, applied research and _ tech- 
nical development covering investi- 
gation for the improvement of 
present products, processes and 
management methods. A copy will 
be sent on request, 


A Guide for Retail Selling and 
advertising published by the Asso- 
ciation of Better Business Bureaus, 
New York, N.Y. will be issued 
early in the coming year. The 
guide is based on ethical business 
practices and will sell for one 
dollar. 


A Payroll Tax Guide consisting 
of one loose leaf volume giving 
working facts and data, explana- 
tions, ideas and suggestions on pay- 
roll tax laws has been issued by 
Commerce Clearing House, Inc. 
Subscribers to the guide, the com- 
pany states, receive without addi- 
tional charge everything needed in 
the payroll department to get a 
current picture of payroll regula- 
tions and problems. This is given 
in an auxiliary Compilation Vol- 
ume, 
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In each of these great centers of the Soap, Perfumery and Cosmetics industries there 
is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and technical resources which nearly 
in the World’s Essential Oil and 


available to the House of CHIRIS. 
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Aromatic industries have made 
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This Mum package, maufactured 


by Bristol-Myers Co., Hillside, N.]. 
won first prize in the cosmetics and 
toilet goods division of the 14th 
annual Variety Packaging Awards 
competition for packages sold in 
“five and ten” stores. The contest 
was sponsored by Variety Merchan- 
diser magazine. 


A skilfully designed cardboard 
package is one feature of DuBarry 
“Gay Touch” combination — by 
Richard Hudnut, New York. The 
pink, blue and gold package con- 
tains a $1.00 DuBarry lipstick and 
a trial size plastic disc of DuBarry’s 
Sophisti-creme. The package opens 
up to form a small self- supported 
display case with the price clearly 
visible on the front. 


“What's My Line,” a television 
show, is being sponsored by Jules 
Montenier, Inc., Chicago, for Stop- 
ette, the firm’s spray deodorant. 
The program features a panel of 
experts who try to guess the pro- 
fessions of the studio contestants. 


A cooling Summertime package 
for Lentheric’s Tweed fragrance 
is an icicle patterned glass bottle 
with a golden cap enclosed in a 
pale green and white container. 
On sale May 22, the package con- 
tains 214 ounces of the fragrance 
and will sell for $2.00. 


A full color motion picture is 
Toni Co.’s latest sales aid. The 
Chicago home permanent firm had 
the film produced in Hollywood 
for showings to women’s clubs, stu- 
dents, sales clerks and 4-H groups. 
Titled “Miss Dunning Goes to 
‘Town,” the 16mm. sound film tells 
the story of a young woman who 
seeks a dress designing career but 
misses out until she-learns how to 
improve her appearance. Included 
in the plot are facts about hair 
structure and care as well as infor- 
mation on hair styling. 


Five thousand dollars in cash 
prizes for drug store sales people in 
return for submitting winning en- 
tries on “My Most Unusual Sale” is 
a feature of McKesson and Rob- 
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New Packaging and Promotions 


bins’ manufacturing division’s lat- 
est sales promotion idea. Each con- 
testant receives a “friendship box” 
containing five of the company’s 
products together with a booklet 
showing how to sell them. Another 
phase of the program is a mail 
course called “Drug Store Selling 
Made Easy” which is designed as a 
complete course in retail drug 
store selling. Druggists tieing in 
with the promotion receive display 
material and hints on merchandis- 
ing. 


The makers of Skol suntan lo- 
tion, J. B. Williams Co., are pro- 
moting Skolex Sun Allergy Cream 
designed for people abnormally 
sensitive to sunburn. 


Something new in a combina- 
tion package is Kathleen Mary 
Quinlan’s offer of hormone oil and 
hormone cream in a cone shaped 
transparent plastic container  an- 
chored at the top to the screw cap 
of the hormone oil bottle. A card- 
board disc separates the jar from 


$350 LRT 3 
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Combination package without relabeling 


the bottle and another larger dis« 
forms the bottom of the package. 
‘The price is printed on the plastic 
outer container, making it unnec- 
essary to relabel the bottle or jar. 


Five campaigns in 18 magazines 
and a newspaper campaign will 
mark the large scale advertising of 
Shulton Inc., New York, N.Y. in 
1950. The Old Spice women’s toi- 
letries campaign represents an in- 








eee 


vestment two and a half times 
greater than Shulton has ever 
spent on a single line in a similar 
period. For the first time Desert 
Flower toilet water will be impres- 
sively advertised in mass publica- 
tions. 


Miniature replicas of women’s 
hats serve as packages for spring 
perfumes from Faberge, New 


ali 


Straw hat serves as package for fragrance. 


York. Consisting of purse sized 
bottles of perfume and cologne, 
the sets retail for $3.00. 


Plastic squeeze bottle is the lat- 
est package for Hinds Honey and 
Almond Cream, made by Lehn 
and Fink Products Corp., New 
York. The bottle is refillable and 
is made of white opaque plastic. 
With 8 ounces of cream, it will re- 
tail for 79 cents. 


Formula 19 ammoniated tooth 
paste is being tested out for general 
distribution in three Illinois cities 
by the Frederick Herrschner Co. of 
Chicago. 


Packaging for Tiffany cosmetics, 
made by Rexall Drug Co., Ltd., 
Toronto, Canada, is designed to 
appeal to both younger and older 
women. Using a combination of 
designs taken from old paintings 
and patterns from antique Spanish 
coins, the seven-color outer con- 
tainers are planned to attract ma- 
ture women by the dignity of the 
design and younger women by the 
use of bright colors in packaging. 
The T iffany cosmetic line includes 
powder, creams, perfume, cologne, 
rouge, eyeshadow and lipstick. 
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Association Calendar 


April 24-27 
National Packaging Exposition. Navy 
Pier, Chicago, Ill. 

April 27- 


-American Management Assn. 


American Assn. of Candy Tech- 
nologists. Production conference. Le- 
high University, Bethlehem, Pa. 
April 30-May 5 
cal Assn. 
City, N.J. 


May 7-10—Flavoring Extract 


American Pharmaceuti- 

Traymore Hotel, Atlantic 

Manufact- 

urers Assn. ‘Traymore Hotel, Atlantic 
City, N.]. 

May 9-10—U.S.P. convention. Hotel Stat- 
ler, Washington, D.C. 

May 16-18—Toilet Goods Assn. Waldorf- 
Astoria Hotel, New York, N.Y. (Scien- 
tific Section meeting May 18) 
May 19—Society of Cosmetic Chemists. 
Savoy Plaza Hotel, New York, N.Y. 
May 21-24 
Shawnee Inn, 
Pa. 

June 12-13—Chemical Specialties Manu- 
facturers Assn. Drake Hotel, Chicago, 
Ill. 


June 15-17 


American Spice Trade Assn. 


Shawnee-on-Deleware, 


Foilet Goods Manufacturers 
Assn. of Canada. Bigwig Inn, Ontario. 

June 19-21l—Synthetic Organic Chemical 
Manufacturers Assn. joint outiag with 
Manufacturing Chemists Assn. Mon 
mouth Hotel, Spring Lake, N.J. 

June 20—BIMS. Golf tournament, Ridge 
wood, N.J. (July 18, Wheatley Hills: 
August 22, Winged Foot Country Club, 
Mamaroneck, N.Y.) 


Old Timers Night Planned 
by DCAT for May 10 


Old timers who have been mem- 
bers of the Drug, Chemical and 
Allied Trades Section of the New 
York Board of Trade for years are 
planning to have a reunion on the 
Belvedere roof of the Hotel Astor, 
New York, N.Y. May 10. 


Bogert Presents Perkin 
Medal at SCI Dinner 


Col. Marston T. Bogert pre- 
sented the Perkin Medal for 1950 
at the recent dinner of the Society 
of Chemical Industries and joint 
societies dinner held recently in 
New York. E. V. Murphree, presi- 
dent of Standard Oil Development 
Co. received the medal. 


Chicago Cosmetic Chemists 
Has Ladies Night Meeting 


The Chicago chapter of the So- 
ciety of Comnetic Chemists played 
host to beauty editors of newspa- 
pers and magazines at its April 11 
meeting in Henrichi’s Restaurant 


in Chicago. The 
guests heard 


members and 
Eleanor Nangle, 
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beauty editor of the Chicago Trib- 
une, speak on “What the Cosmetic 
Chemist Should Know about the 
Problems of Beauty Editors” and 
Dr. S. D. Gershon, managing di- 
rector of research for Lever Bros. 
Pepsodent division who spoke on 
what the beauty editor should 
know of the chemist’s problems. 


New Officers of American Society 
of European Chemists Presented 


Newly elected officers of the 
American Society of European 
Chemists and Pharmacists were in- 
troduced at the March 25 meeting 
of the association in the Master 
Institute, New York, N.Y. The of- 
ficers are: President, Carl Neu- 
berg; Executive Vice President, 
Henry Goldschmiedt; Directors: 
B. Baecker; Marco Birnholz, De- 
sider Fleischhacker, H. C. Fuers- 
tenwalde, A. Hamburger, Fritz 
Lieben, Otto Loewi, Herman 
Mark, A. Proskauer, K. G. Stern 
and Dr. Michael Veres. 

Dr. Herman P. Mark director of 
the Polymer Research Institute of 
the Brooklyn Polytechnic Institute 
lectured at the meeting on ‘“Mod- 
ern Trends of Science and Indus- 
try in India.” 


K. S. Watson to Address 
Cincinnati Drugs & Chem. Assn. 


Kenneth S. Watson, assistant di- 
rector of the Ohio River Sanita- 
tion Commission will discuss vari- 
ous aspects of the purification of 
water, anti pollution along the 
Ohio river and industrial progress 
in the Ohio river valley at the next 
regular meeting of the Cincinatti 
Drug & Chemical Assn. April 28 at 
6 P. M. in the Hotel Alms in Cin- 
cinnati. 


Dow Chemical Man Speaks 
at Michigan Chemists Meeting 


Ben Branch, manager of the 
technical service and development 
division of Dow Chemical Co. was 
the speaker at the March 27 meet- 
ing of the Chemical and Allied In- 
dustries Assn. of Michigan. Mr. 
Branch spoke on “Chemical Raw 
Materials.” The meeting was held 
in the Leland Hotel in Detroit. 


Public Relations Counselor 
Speaks at Missouri Meeting 


Alfred Fleishman of Fleishman, 
lations counselors spoke on human 
relations at a meeting of the recent 
Associated Drug and Chemical In- 
dustries of Missouri at the Hotel 
Sheraton in St. Louis. 


Book Review 


DIE MODERN PARFUMBERIE. 
H. Mann Fourth edition revised 
by Dr. Fred Winter. Original 
public ation Vienna 1932. Repub- 
lished in German in the United 
States, Edwards Bros. Inc., 1948. 
Cloth covers, 522 pages, Price $10. 


Interest in the development of 
the perfumer’s art is greatly stimu- 
lated by this volume. This is espe- 
cially evident when comparing 
Mann’s third edition (Rugsburg 
1912) with this edition revised by 
Dr. Winter 20 years later. 

‘The task of revision has neces- 
sarily been a compromise _ be- 
tween, on the one hand. com- 
pletely rewriting the book, and on 
the other, leaving the original 
work in a recognizable form while 
attempting to modernize the more 
obvious archaisms. On the whole 
a fair job was done and the vol- 
ume actually presents a picture of 
the transition period between me- 
dieval and modern art. 

‘The book’s value to the present 
day cosmetician and perfumer is 
mainly historical but it will be 
found refreshing to go back to the 
genesis of some of our ultra new 
perfumes and especially cosmetics 
and trace the evolution of some 
of the widely publicized current 
offerings. In fact, going back to 
sources in this way may inspire at- 
tempts at development in slightly 
defferent directions, possibly ‘Te: ud 
ing to even better products. For 
this reason and others, this re- 
publication should be hailed with 
gratitude as it makes available an 
old friend whom we long have 
missed. Its publication in the 
United States like other important 
foreign works is gratifying. 


Consulting Chemists to Hold 
Symposium on Services 


The Assn. of Consulting Chem- 
ists and Chemical Engineers will 
meet on April 25 for dinner and a 
symposium _ titled “Professional 
Chemical Services by Consulting 
Associates and Individual Consult- 
ants.” Speakers will be Dr. Rob- 
ert S. Aries of R. S. Aries and As- 
sociates, Brooklyn, N.Y. and 
Charles Davidoff of New York. 
The meeting will be held at the 
Shelburne Hotel in New York at 
5:00 p.m. Letterhead reservations 
at $6.50 per person for the meeting 
must be received at the Associa- 
tion’s office before April 21. 
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Dimethyl! Phthalate, 
Popular Plasticizer, 


Available from U.S.I. 


U. S. Industrial Chemicals. Inc., manu- 
facturers of diethyl, dibutyl and diamyl 
phthalate now have available another ex- 
cellent. plasticizer, dimethyl phthalate. 
Widely used in the cellulose acetate field. 
dimethyl phthalate is a colorless, odorless 
liquid, soluble in all the common organi 
solvents and oils except petroleum oils. In 
actual use. dimethyl phthalate is often 
combined with diethyl phthalate. U.S.1.’s 
high-purity product is finding wide use in 
plasticizing cellulose acetate sheeting and 
film, molding powders, and insulating 
lacquers. 


Specifications 
Acidity 
Free acid as phthalic, not more than 0.01% 
Color 
Water-white 


Water 
None, as shown by the absence of turbidity on 
separation when admixed with 19 volumes 10 
heptane with aromatics not over 5% 

Odor 
Odorless 


Purity 
Ester content as dimethy! phthalate, 997—100% 


Specific Gravity 
At 20°/20°C—1.192—1.194 


Trifluoroacetic Anhydride 
For Direct Este rifie: ation 


\ method of esterification that does 
with the necessity of a two-stage process and 
makes possible a fast direct reaction between 
acid and hydroxy compound under mild con 
ditions was reported on recently by university 
researchers. The new esterification process in- 
volves the use of trifluoroacetic anhydride and 
wiving vields of 60 to 900% 


away 


is described as 


Suitable for Self-Esterification of 

Hydroxy Acids to Yield Polyesters 
Customary procedure in the past for syn- 
theXizing esters from carboxylic and al 
cohols or phenols was to treat the reactants for 
several hours in the presence of a strong min- 
eral acid catalyst or to proceed by way of the 
acid chloride or anhydride. The new method 
appears to be suitable for self-esterification of 
hydroxy acids to yield polyesters. 


New Assay for Quinine 
Is Faster, Simpler 


aniline 
A new spectrophotometric method for de 
termining quinine. faster and 
simpler than the official chloroform extraction 
devised, The 
researcher assay recom- 
mends it for analyzing 
pure solutions of quinine encountered in proc- 
intermedi- 
offic ial 
applied, 
spectrophoto- 


des ribed as 


eravimetric method. has been 
who developed the 
control purposes in 
essing operations or fer analyzing 
ate or preliminary samples where 
assay procedures do not have to be 
The scientist that the 
metric method showed an 
of only +0.4% from the gravimetric as an 


average of 20 determinations. 


states 


average deviation 
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U.S.1I. Launehes 1950 
Dairy Insecticide Program 


Availability of Pyrenones Has Made Possible Tremendous 


Expansion in Use of Sprays for Direct Application to Animals 


The season when fly control is the dairyman’s chief concern is not so many 
months away, and so U.S.1. is launching its 1950 program to acquaint farmers, 


agricultural leaders. 


Electric Heat for Pipes 
Proves Cheaper Than Steam 


Use of tubular electrical heaters on storage 
tank pipe lines is reported to have reduced 
operating costs for a midwest oil company. 
Lines were formerly heated with steam to re 
duce viscosity of the stored fluid. but costs 
were high due to heat loss and uneven heat 
distribution. Electrical heaters are now 
clamped to the base of each storage tank and 
are wound around pipe lines and covered with 
protective layers of insulation to cut heat loss. 
Even distribution of heat throughout the pipe 
line is achieved through thermostatic control, 
according to the company. 


Radioactive Phosphorus 
Aids in Metal- Spraying 


An unusual use for radioactive isotopes is in 
the application of molten metal to surfaces (as 
a protective coating) by means of an electric 
are pistol. An are is struck between two metal 
wires fed into the pistol. The are’s heat melts 
the metal and a blast of air blows it away in 
the form of a spray. Ordinary air is not con- 
ductive and disrupts the are. The problem is 
solved by ionizing air to make it conductive 
hy first passing it over radioactive phosphorus. 


Pressure-Welds Metals 


At Room Temperature 


Welding metals by at room tem- 
perature is reported possible now. 
types of non-ferrous metals. including alumi- 
num, duralumin. nickel. zine. silver. 
and cadmium. cold welded by the 
process, Its most important application is ex- 
pected to be for cold welding aluminum. Ex- 
perimental work on ferrous metals is reported 


pressure 
Several 


can be new 


in progre ss, 


Publishes Safety Data 
On Hydrogen Sulfide 


Publication of a chemical safety data sheet 
on hydrogen sulfide has been announced by a 
noted chemical Designed for use 
staffs. and op- 
erating personnel. it is said to contain infor- 
mation essential to safe handling and use of 
hydrogen sulfide in transit, in the plant, and 
in the laboratory. 


association. 


by management. supervisory 


and insecticide manufacturers with the outstanding con- 


trol that can be achieved safely with U.S. 
Pyrenones. Widespread concern over the pos- 
sible misuse of some of the newer toxic insecti- 
cides led the Food & Drug Administration in 
1949 to announce that the presence of possibly 
hazardous materials in milk might be cause 
for confiscation. In 1950 dairymen will be 
more safety-conscious than ever before. 


Pyrenone-type sprays are safe to use directly 

on dairy cattle. They are non-toxic to warm- 

blooded animals, will not contaminate milk, 
meat, or other animal products. 


Pyrenones Provide Maximum Safety 


Though amazingly effective in controlling 
dairy Pyrenones are non-toxic to 
warm-hlooded animals. They cannot be stored 
in butterfat of milk or the fatty tissues of the 
bedy. Even ridiculously large fed di 
rectly to test animals over a long period. have 
produced no ill effects. They will not contami- 
nate milk, meat. or other animal products. 
This safety. coupled with the high insecticidal 
power of Pyrenones has made it possible to 
produce livestock sprays that are entirely 
practical for regular animal application. 


insects, 


doses. 


Return to Direct Treatment of 

Animals with Protective Sprays 
In the last few years. failure of surface spray- 
ing to solve the fly problem has led to a rapid 
increase in the use of protective sprays for ani- 
mals. Conventional oil-type sprays and watet 
emulsion sprays have enjoyed come-backs, and 
thing that has made possible this 


tremendous expansion in the c> 


the one 


use of livestock sprays has been 
the availability of Pyrenones. 


New-Type Synthetic Rubber 


\ new type of high-quality synthetic rubber 
is being made now from a turpentine deriva- 
tive. scientists state. Main ingredient of the 
new elastomer is said to be isoprene. 
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CONTINUED 


Protect Against Hard-to-Kill Horseflies 
Pyrenone-type 
animals, 


U.S.I. Dairy 


Insecticides 


insecticides protect dairy 
in the field as well as in the barn, 
against even the highly resistant horsefly or 
tabanid. They provide fast knockdown and 
high kill of horn flies, stable flies, houseflies, 
and other dairy insects. They are economical 

dilutions as high part emulsifiable 
Pyrenone-insecticide to 39 parts water protect 


as one 
animals two weeks under normal conditions 
against horn flies. 


Versatile Pyrenones are popular for insect con- 

trol in milk rooms and other parts of dairy, 

farm, or ranch buildings, as well as for spray- 
ing cows and other livestock. 


Many dairymen prefer Pyrenone-base in- 
secticides because they can be had in oil-spray 
emulsion forms, but 
available in wettable powders for those who 


or Pyrenones are also 
prefer this form, Pyrenone insecticides can be 
used in any type of sprayer—hand gun, knap- 
sack, aerosol, power sprayer, or steam vapor- 
izer. They will not clog spray nozzles or cor- 
rode metal equipment, are non-staining, and 
will not harm paint. 

Pyrenones’ wide-range effectiveness makes 
them popular with dairymen for controlling a 
variety of farm, food-storage, and household 
They are effective against roaches, sil 
verfish, spiders, crickets, 
ants, fruit flies, confused 
cadelles, and scorpions. 


pests, 
wasps. hornets. 
skippers, 
flour beetles, 


cheese 


ALCOHOLS 
Amy! Alcohol (lsoamy! Alcohol) 
Butanol (Normal-Buty!l Alcohol 
Fusel Oil—Refined 
Propanol (Normal-Propyl Alcohol) 


Ethanol (Ethyl Alcohol) 
Specially Denatured—all regular 
and anhydrous formulas 
Completely Denatured—all regular 
and anhydrous formulas 
Pure—190 proof U.S.P., 
Absolute—200 Proof 
Solox*—preprietary solvent— 
regular and anhydrous 
ANTI-FREEZES 
Super Pyro* Anti-Freeze 
U.S.1. Permanent Anti-Freeze 


ANSOLS 
Ansol* M 
Ansol* PR 


ACETIC ESTERS 
Amy! Acetate—Commercial and High Test 





Butyl Acetate 
Ethyl Acetate—all grades 
Normal-Propy! Acetate 


OXALIC ESTERS 
Dibuty! Oxalate 
Diethyl Oxalate 


PHTHALIC ESTERS 
Diamy! Phthalate 
Dibuty! Phthalate 
Diethyl Phthalate 
Diisoocty! Phthalate 


OTHER ESTERS 
Diatol* 
Diethy! Carbonate 
Ethyl Chloroformate 


INTERMEDIATES 
Acetoacetanilide 
Acetoacet-ortho-chloroanilide 
Acetoacet-ortho-toluidide 
Acetoacet-para-chlorcanilide 


U.S.1. CHEMICAL NEWS 


Precise Color Matching 
With New Instrument 


A new precision color-matching instrument 
for textile, dye, and other industries is said 
to employ a combined electronic and optical 
computing system to simulate the response 
sensitivity and discrimination of the human 
eye, without the eye’s variation in perception. 
Described as compact and light in weight. the 
instrument can be carried anywhere in the 
plant for on-the-spot sampling. Special prepa- 
ration of samples is reported unnecessary in 
most cases since the device handles samples 
one-half inch in diameter and up. 

The color matcher automatically accommo- 
dates itself, it is claimed, to the level of il- 
lumination of the samples being compared. Its 
range is said to be such that sensitivity ex- 
ceeds that of the human eye for variations in 
brightness of 10,000 to 1, permitting com- 
parison of samples retlecting only 2% to an 
accuracy of 0.5% of reflected light. The in- 
strument is equipped to evaluate tristimulus 
values relative to standard white and 
has a direct reading scale from 0 to 100% 

The device has an accessory sample viewer 
so that before actual color measurements are 
taken samples can be examined to make sure 
surface conditions and illumination are com- 
parable to visual requirements. The sample 
viewer is useful in making precise measure- 
ments of many types of surface, especially 
where dark colors are encountered, the mak- 
ers state, 


color 


Low-Cost Arthritis Drug 
Yields Dramatic Results 


A new, cheap treatment for arthritis is said 
to have produced dramatic results in recent 
tests. Four patients were given the new treat- 
ment — injections of a synthetic adrenal gland 
hormone and vitamin C — and good results 
are claimed for three of the four cases. One 
patient, a fifty-five year old man who had been 
bedfast for six months is said to have walked 
ten minutes after his first treatment. 

Doctors in charge of the treatments are 
optimistic but warn that it will probably be 
at least several months before final results are 
known. Enough drug for one daily treatment 
costs about $2, according to the doctors. 
compared with a cost of $200 for an eight-day 
supply of another new arthritis drug, ACTH. 


as 


PRODUCTS OF U.S. 


Ethyl Acetoacetate 

Ethyl Benzoylacetate 

Ethyl Sodium Oxalacetate 
ETHERS 

Ethyl Ether, U.S.P. 


ACETONE — A.C.S. 


FEED PRODUCTS 
Choline Concentrates 
Curbay B-G* 
ot -Methionine 
Riboflavin Concentrates 
Special Liquid Curbay* 
U.S.1. Animal Protein Factor 

Supplement 

Vacatone* 40 


Arochem*—modified types 
Arofene*—pure phenolics 


*Reg. U.S. Pat. Off. 


Ethyl Ether, Absolute—A.C.S. 


RESINS (Synthetic and Natural 


Aroflat—for special flat finishes 


Printed in U. S. A. 


1950 


TECHNICAL DEVELOPMENTS 


Further information regarding the 
manufacturers of these items may 
be obtained by writing U.S.I. 


A new, extremely fast and efficient broiler that 
makes use of infra-red rays is said to cook steaks 
in 5 to 7 minutes, to require no preheating, and to 
be economical. It works on A.C. or D.C., does not 
smoke or spatter fat, and is easy to clean, the 
makers state. (No. 559) 


Continuous indicating and recording of viscosity 
of hundreds of industrial liquids while under 
actual processing is reported possible with a 
new instrument, particularly adaptable to use in 
the textile, chemical, food, paper, plastics, and 
protective coatin industries. Viscosity range is 
reportedly 20 to 100,000 centipoises. (No. 560) 


A flexible method of supporting lab apparatus is 
said idition or removal of any support- 
cal or horizontal without dis- 

other part of the frame. (No. 561) 


A new-type rubber-to-metal adhesive is claimed 
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A new cold liquid spray for cleaning electric 
motors, claimed to dissolve grease fast, evapo- 
rate quickly, and to be practically inert to ordi- 

11 i lation, is easy to handle be- 
1ability and mild toxicity 
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HE President signed an Act 

on March 15 that may penalize 
every business which is judged to 
have violated Federal Trade Com- 
mission orders as much as $5000 
per day while the offense continues. 
Federal Trade Commission orders 
are based upon anti-trust laws, and 
other laws, which define offenses 
against fair business practices. 


FTC Violation $5000 Daily , 


The new law was put on the 
statute books by trick and device. 
It comes into existence because the 
majority of the members of Con- 
gress thought they were simply vot- 
ing to safeguard health and life in 
the enforcement provisions of the 
Oleomargarine ‘Tax-Removal Act. 
The fact that the $5000 daily pen- 
alty applied to all offenses, which, 
come under the police power of 
the FTC, was not discovered until 
a few days before the final enact- 
ment of the law. The presence of 
the sleeper, or joker was hastily an- 
nounced. A few business organiza- 
tions attempted to secure an 
amendment nullifying the over-all 
effect of the clause. But the bright 
young Krelenko Boys of the FIC 
were on the job at all hours of the 
day, buttonholing the legislators, 
and persui ading them that the pres- 
ent penalties in the reach of FTC 
were inadequate. Before the new 
provision was slipped through, in 
the Oleo law, the existing law pro- 
vided that FTC offenders might be 
fined only $5000 ultimately for a 
violation. The young champions of 
moral rights in FTC are very 
happy, and deem they have 


& Essential Oil Review 


by ARNOLD KRUCKMAN 


achieved a very laudable objective 
in giving the FTC a potential 
threat that is the most powerful 
weapon in the FTC armory. Any 
but the very largest businesses of 
the national economy will think 
many times before risking that de- 
structive $5000 daily fine. 


Trade Practice Rules on Ice 


The President finally nominated 
the successor to the late Ewin 
Davis as a member of the Federal 
‘Trade Commission. He sent to the 
Senate the name of Martin Hutch- 
inson, New Deal Democrat, and 
an anti-Byrd irginian. Hutchin- 
son ran as a candidate for Gover- 
nor against Senator Byrd’s candi- 
date. Byrd, one of the most bitter 
opponents of the Truman Fair 
Deal Democracy is the absolute po- 
litical boss of Virginia. Byrd is a 
very sound and successful business 
man. Truman hates Byrd. In the 
old days the objection of the Sena- 
tor from the State of a nominee for 
an office which required Senatorial 
confirmation was enough to balk 
the approval. It is quite possible 
the coalition of anti- Truman Dem- 
ocrats and progressive Republi- 
cans, under the skillful leadership 
of Byrd’s lieutenant, Congressman 
Smith of Virginia, may bar Hutch- 
inson from the FTC job. Until the 
question is settled, the Trade Prac- 
tices Rules of the Toiletries Indus- 
try will continue to stay on ice. 


Excise Tax Repeal 


Both the Democrats and the Re- 
publicans tried to sponsor a bill to 
cut a billion dollars off the tax roll 
and give relief to the thousands of 
manufacturers and stores as well as 
the millions of people directly af- 
fected by bad business in taxed items 
by elimin: iting excises; but the Re- 


publican effort was defeated by a 
rigid party-line vote in the House 
Ways and Means Committee, 15 
voting against the bill and ten vot- 
ing in favor. The 15 Democrats 
then put through a similar resolu- 
tion that ignored the President’s 
demand for a billion dollar net, in- 
crease in taxes and virtually sup- 
plying the billion dollar cut on 
excises for furs, cosmetics, jewelry, 
luggage and travel. The Treasury 
still insists that half of the twenty 
per cent current levy on toilet 
preparations, furs, luggage and 
jewelry should be eliminated; that 
all of the three percent tax on 
freight should be dropped; and 
that passenger ticket excise should 
be cut from 15 per cent to ten, 
while telephone and _ telegraph 
service should be cut from 25 to 15 
per cent. The whole excise ques- 
tion is now up in the air. Nothing 
immediate seems to be in pr ospect. 


Black Pepper from Indonesia 


Washington Government Agen- 
cies have been informed there is 
little likelihood that Indonesia will 
export any considerable quantity 
of black pepper to the United 
States until late 1950. We usually 
secure over 85 per cent of our im- 
ports from that source. Black pep- 
per prices are reported to have 
reached record-high levels. 


Controls over 600 Commodities 


The Office of International 
Trade, Department of Commerce, 
recently announced that approxi- 
mately 600 categories of commodi- 
ties of strategic importance were 
placed under tighter controls on 
March 20. The purpose was to pre- 
vent the commodities from reach- 
ing either the Russians or their sat- 
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ellites. The list in effect extended 
the present “R” country designa- 
tion to all countries except those 
of the Western hemisphere, and 
their possessions. There are at 
present no essential oils, or allied 
products on the “R” list. The Of- 
fice of International Trade = an- 
nounced the appointment of D. P. 
Medalie as Acting Director of the 
Enforcement Staff. It will be his 
job to see that the violations of the 
controls are promptly halted and 
punished. C. B. Hyde has been ap- 
pointed Acting Chief of the Fairs 
and Exhibitions Branch of the Of- 
fice of International ‘Trade. He 
takes the place of Jacques Kunste- 
naar, who is oe as Director for 
the first U. International Trade 
Fair to be held in Chicago, aan 
7-20, this year. Following our ex 

ample, most Latin-American coun- 
tries have further tightened con- 
trols over imports to check the 
rapid drain of their exchange re- 
serves. Only Cuba, Venezuela snd 
some of the smaller Caribbean Re- 
publics still permit imports on a 
relatively unrestricted basis. 


Report on Citronella Oil 


Lester A. Barber, and Miss M. D. 
Hall of the Drugs and ‘Toiletries 
Section of the Consumers Mer- 
chandise Branch in the Depart- 
ment of Commerce, in March, were 
authors of an interesting report on 
citronella oil. The study covers the 
Java and Ceylon products. ‘There 
is also an interesting survey of pro- 
duction in Hondur: is, Formosa, 
Brazil, and Guatemala. The sur- 
vey discusses packing, shipping 
and storage as well as methods of 
production. It gives facts about the 
foreign trade, maarketing factors, 
prices and the economies of the in- 
dustry. They say the citronella oil 
industry in Ceylon is reportedly in 
a state of decline. Java's industry 
appears to be improving , and the 
outlook is good in Guatemala and 
Formosa. Copies of the report may 
be obtained by writing for World 
Trade In Commodities Supple- 
ment, Volume 8, Part 3, Supple- 
ment No. 1. Address Department 
of Commerce, Washington 25, D.C. 

Census reports that the indus 
trial consumption of fats and oils 
has risen more than a hundred mil 
lion pounds in one month. Soap 
manutacturers increased their use 
of tallow by almost 54 million 
pounds in one month. 

Production and Marketing Ad- 
ministration of the Department of 
Agriculture reports that beverage 
manufacturers during the calendar 
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year of 1949 used 14,250,481 bags 
of sugar, and 734,800 bags of dex- 
trose, weighing 100 pounds each. 
Confectionary, and similar produc- 
ers, used 12,746,000 bags of sugar 
and 277,273 bags of dextrose. 
‘Those who manufacture ice cream 
and dairy products used 4,431,625 
bags of sugar, and 277,687 bags of 
dextrose. Among other primary 
users of sugar the bakery industry 
sugar, and 3,478,682 bags of dex- 
trose. 


Possibilities in Syria 


Another great opportunity for 
Americans apparently is offered in 
Syria, which covers 63,000 square 
miles, has a population of 3,500,- 
000 with a capital, Damascus. The 
Syrians, until 1942, were domi- 
nated by the French, but are now 
a Republic patterned somewhat 
after a combination of the United 
States, France, and the United 
Kingdom. The country is upon 
the verge of putting into opera- 
tion a brand new port on the 
Mediterranean, named Latakia. Its 
population is chiefly agricultural, 
labor costs are low, and it has the 
climate and the topography capable 
of producing citrus fruits and tropi- 
cal flowers. Of course its people 
make some perfumes by primitive 
methods, but it makes very few per- 
fumes and essential oils within its 
borders. It has no distillation plants. 
The Syrians buy most of their per- 
fumes, cosmetics, toiletries and sim- 
ilar supplies in the United States. 

hey make scented soaps which 
they sell to their Arabian and Lev- 
antine neighbors; but they appear 
to be very eager to have American 
experts come and show them the 
scientific and technical way of dis- 
tilling essential oils and how to 
use them to make the products 
for which they are destined. The 
Syrians have a_ great faith in 
American schools and American 
science and technology. The Gov- 
ernment of Syria welcomes Ameri- 
cans with technical training and 
ability, and often invites them to 
enter its service. Apparently the 
Syrian Government ts the chief 
force that sets industries in mo- 
tion. The Government usually ne- 
gotiates for employment of Ameri- 
cans, either through the Legation 
here or through the Division of 
Fechnical and Scientific Services 
of our State Department. The pri- 
vate industries in Syria make con- 
tact with American chiefly 
through the Chamber of Com- 
merce, or the Chamber of Indus- 
tries located at Damascus. There 


seems to be an opportunity to de- 
velop the essential oil industry. 
The Commercial Attache of the 
Syrian Legation in Washington, is 
Mr. George D. Tomeh, 2215 Wy- 
oming Avenue, N.Y., Washington, 
D.C. 

There also seems to be an op- 
portunity to develop a basic essen- 
tial oils industry in the Union of 
South Africa. This is a great area 
with a variety of climates and gen- 
erally a profusion of flora, tropi- 
cal as well as otherwise, and a 
very intelligent agricultural popu- 
lation, together with low-cost. la- 
bor. There are two million four 
hundred thousand persons of Eu- 
ropean descent in South Africa, 
and over eight million natives. 
The chief imports are materials 
which are manufactured into nec- 
essary products within the Union. 
The chief industry, of course, is 
mining of diamonds and_ gold. 
This industry sets the pace for the 
country and provides its wealth. 
It has no facility for the production 
of essential oils. 


Russian Exports 


From the Soviet Republic, the 
Department of Commerce learned 
that the Russians exported lico- 
rice root valued at $145,071 early 
in 1950. Also, they exported $31, 
259 worth of pine needle oil. Para- 
guay exported, during 1949, 91, 
091 kilograms of petitgrain oil, 
valued at approximately $350,000. 
Brazil sent us miscellaneous gums 
worth $111,956. Also from Brazil, 
late in 1949, came $14,000 worth 
of rosewood oil. The United King- 
dom, during 1949, exported ap- 
proximately $1,000,000 worth of 
natural essential oils and imported 
about $5,000,000 worth of the 
same commodity. The United 
Kingdom also imported about a 
$1,000,000 worth of menthol. 
France reports, via the Depart- 
ment of Commerce, that from the 
Marseille District, it sent to the 
United States during January 1950 
$109,985 worth of essential oils. 
The oils included lavandin, clove 
leaf, geranium bourbon, lavender, 
patchouli, vetiver bourbon, sage, 
rosemary, and various other small 
quantities of essential oils. Portu-: 
gal sent us thirty-six kilograms of, 
ambergris worth $2,581; and, 
thirty-four thousand eight hun- 
dred and four kilograms of euca-' 
lyptus oil worth $37,471. 

South Korea reports an annual 
production of agar estimated at: 
500,000 pounds, all available for, 
export. 
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THE ROUND TABLE — 


Year End Department Store 
Cosmetic Inventories Even 


The value of department store 
stocks of cosmetics at the end of 
December 1949 was on a par with 
the value of 1948 inventories. At 
the end of December 1949 there 
was a 1.4 months supply of such 
items, according to the Federal Re- 
serve Board’s report. 


Independent Retailers Holding 
Own Despite Supermarkets 


Regardless of the growth of su- 
permarkets and chain stores 75 per 
cent of the total drug store volume 
and 65 per cent of the total gro- 
cery volume is still being done by 
independents Ray C. Schlotterer, 
executive secretary of the Federal 
Wholesale Druggists Assn. disclosed 
at the semi annual meeting of the 
association. Since 1941 chains have 
lost 3 per cent of the total annual 
drug volume to independents ac- 
cording to Dept. of Commerce fig- 
ures, he showed. 


Ogilvie Sisters-Lee Inc. Formed; 
to Offer New Home Wave kit 


Clara Ogilvie, head of Ogilvie 
Sisters, New York, N.Y., hair 
beauty products company, has an- 
nounced the formation of Ogilvie 
Sisters-Lee Inc., to produce a new 
home permanent and hair condi- 
tioner kit, which will be marketed 
by Lee Pharmacal Co. of which 
John A. Roosevelt is president, 
and Raymond Lee, chairman of 
the board. Simultaneously, Miss 
Ogilvie announced the appoint- 
ment of Lee Pharmacal Co. as ex- 
clusive retail sales agents for all 
Ogilvie Sisters products, except for 
the Canadian and salon trades. 

Ogilvie Sisters will continue to 
manufacture their specialized hair 
and scalp preparations with Lee 
Pharmacal Co. as exclusive sales 
representative. This set-up will in- 
clude the home-wave, to be distrib- 
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uted through now existing sales 
channels and other outlets, which, 
it is expected, will add to Ogilvie 
Sisters’ already wide national con- 
sumer acceptance. 

‘The home permanent was devel- 
oped after more than a year’s re- 





Miss Clara Ogilvie 


search, under the direction of Ray 
mond Lee, who is responsible for 
the creation of three current, top- 
selling home waves. 

Mr. Roosevelt, who has traveled 
extensively throughout the coun- 
try for Lee Pharmacal Co. is well- 
known in retail merchandising cir- 
cles for his work with Filene’s in 
Boston and more recently as head 
of the Roosevelt-Good Stores in 
California. 





John A. Roosevelt and Raymond Lee 


Fine of $5000 Daily for Violation 
of FTC Final Order to Desist 


The Aitken amendment to the 
penalty section of the Federal 
Trade Commission Act is not spe- 
cifically confined to oleomargarine 
violations but is an overall, all in- 
clusive amendment to the penalty 
sections as provided for under Sec- 
tion 5. There is much feeling that 
the penalty of $5000 for each viola- 
tion of an order to cease and desist 
after it has become final, is exces- 
sive, placing in jeopardy any busi- 
ness which might be unfortunate 
in having a cease and desist order 
entered against it and fails to con- 
form to the order. The amend- 
ment specifically provides for a 
penalty of $5000 for each day of 
violation of any final order of the 
Federal Trade Commission. 


Upper Income Group Accounts 
for Most Department Store Sales 


While the upper income group 
($100 per week and up) is only 21 
per cent of the population it ac- 
counts for 41 per cent of the shop- 
pers in department stores and 
these shoppers account for 54 per 
cent of all dollars spent in these 
stores according to the Customer 
Audit Bureau. 


Druggists Losing to Grocery 
Store Competition in Knoxville 


Druggists who have fought gro- 
cery store cosmetic competition for 
years lost heavily in 1947-1948 ac- 
cording to Harold Reiesz who has 
released these figures on grocery 
store total sales in cosmetics in 
Knoxville, Tenn: 


Product Grocery Stores’ Share 


1947 1948 
Face Cream 1.6% 3.9% 
Hand Lotion 4.5 11.7 
Shampoo 14.8 20.8 
Shaving Cream 6.7 9.2 
Toothpaste 19.0 24.8 
Tooth Powder 6.5 16.6 
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Drug Stores Using Displays 
Increase business 41% 


The value of point of sale pur- 
chase displays was emphasized in a 
report by the A. C. Nielsen Co. 
Chicago, Ill. on a cooperative spe- 
cial research study in drug stores. 
It was shown that displays in- 
creased sales 41 per cent and non- 
display decreased sales 24 per cent. 
Sales in stores properly display- 
ing typically nationally advertised 
brands increased 41 per cent. ‘The 
conclusion was inevitable that 
stores which utilized displays di- 
verted business from those that did 
not. Druggists who do not tie in 


with national advertising cam- 
paigns on leading sellers — risk 
greater individual loss. 


Teen Agers Large Users of 
Home Wave kits 


More than 69 per cent of the 
teen agers with permanent waves 
use the home wave kits according 
to a survey by Senior Prom Maga- 
zine. Other striking figures show 
that 85 per cent use deodorants 
and 80 per cent use lipsticks. 
About 50 per cent have permanent 
waves. 


T. G. A. Convention Committee 
Urges Early Hotel Reservations 


Hotel reservations must be made 
by members themselves fot the 
forthcoming fifteenth annual meet- 
ing of the Toilet Goods Assn. in 
the Waldorf Astoria Hotel May 16 
-18. Members are urged by the 
convention committee to make res- 
ervations now. 

The purpose of the convention 
is to assemble the entire industry. 
Discussions of problems common 
to all manufacturers of cosmetics 
in the fields of legislation, packag- 
ing, markets, advertising and tech- 
nical progress will make the meet- 
ing unusually interesting. 


Mala Rubinstein Gives Beauty 
Lesson at Mental Hospital 


Miss Mala Rubinstein, director 
of salons for Helena Rubinstein, 
New York recently provided a 
beauty clinic for the psychiatric 
patients at Kings County Hospital 
as a part of the experimental re- 
habilitation project of the Wom- 
en’s Club of the Brooklyn Society 
for Ethical Culture. This part of 
the program sponsored by Abra 
ham and Strauss department store 
of Brooklyn, N.Y. marks the first 
time that the application of cos- 
metics has been used as construc- 
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tive therapy in an attempt to re- 
store interest in normal life for 
mental patients. Miss Rubinstein 
and her = staff provided — each 
woman with a supply of cosmetics 
and instructions on their uses. 


Louis Amie of Grasse, France 
Pays Short Visit to U. S. 


Louis Amic, director of Roure 
Bertrand Fils & Justin Dupont, 
Paris and Grasse, France, sailed for 
Grasse on the Ile de France March 





Louis Anuc 


29 following a short visit to the 
United States. He arrived March 
10 and most of his time while in 
this country was spent in confer- 
ence with executives of Roure-Du- 
pont Inc., New York agents for 
the company. Mr. Amic expects to 
return to the United States in the 
Autumn when he will tour this 
country and Canada to visit his 
many friends. 


Possibilities in Texas for 
Growing Plants for Essential Oils 


There are definite commercial 
possibilities for growing sage, cori- 
ander, fennel, wormwood, pepper- 
mint and spearmint in tested agri- 
cultural areas of ‘Texas according 
to Dr. ¢ Albers director of the 
Drug Garden of the University ol 
Texas, Austin, Texas. He is also 
investigating the crop possibilities 
of lemon balm, origanum, sweet 
marjoram, catmint, sweet basil and 
hyssop. 


Number of Beauty Shops in New 
York Increased 12% in Months 


In the past six months 1333 new 
beauty shops were established in 
New York state. In August 1919 
there were 10,544 licensed beauty 
shops and by February 1950 this 
jumped to 11,877 an increase of 
12.6 per cent. Licensed beauty 
shop operators increased from 35,- 
104 to 40,665. There was a slight 
decline in the number of barber 
shops in the period. 





Better Busines Bureau Defines 
Position on House-to-House Sales 


Because of repeated requests for 
publicity material to attack house 
to house selling the National Bet- 
ter Business Bureau Inc., New 
York, N.Y. has defined its posi- 
tion on this subject, as follows: 
“Our distributive system includes 
direct selling, selling over the 
counter and mail order selling. 
Each method of selling is entirely 
legitimate. Each method can_ be 
pursued in either an honest or a 
dishonest manner. Our concern is 
with the dishonestly practiced and 
not in the method of sale. As is 
true in the case of other methods 
of distribution there is a minority 
in direct selling who are given to 
sharp practices. We are opposed to 
that minority just as we are to the 
small group of retailers who resort 
to deceptive practices and to the 
minority of mail order advertisers 
who exploit the public. But we do 
not believe that either direct sell- 
ing, retailing or the mail order 
business as such should be con- 
demned because of the shortcom- 
ings of the few.” 


Big Gain in Negro Population 
to be Shown by 1950 Census 


Negroes now comprise — one- 
tenth of the population of the 
United States according to data 
compiled by Dr. Joseph R. Hou- 
chins specialist in negro. statistics 
for the Bureau of the Census. The 
1950 census will show that there 
are over 15 million negroes in the 
United States. The average negro 
family’s income is now about $1,- 
100 per year. More cosmetic com- 
panies are making a bid for the 
negro market, some with special 
preparations. 


Albert Ritchie of Wildroot Co. 
Tells How to Build Foreign Trade 


American manufacturers inter- 
ested in more sales in foreign mar- 
kets should “follow the sound and 
successful sales policies used in the 
United States,” Albert E. Ritchie, 
general sales manager of the Wild- 
root Co., said at a meeting of the 
Buffalo World Trade Association. 
He told the members that “foreign 
customers believe in bargains as 
much as domestic ones do.” 
“What moves merchandise here, 
moves it in other countires,” he 
said. “There is no easy way to 
build foreign trade and I am con- 
vinced that foreign sales plans 
should follow the same general 
lines as domestic sales plans.” 
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Total Spent for Toiletries Adver- 
tising Second Only to Food 


The total amount spent for ad 
vertising toiletries and toilet goods 
in 1949 in all types of mediums 
radio, television, magazines, and 
farm papers was $76,168,873. This 
was second only to the amount 
spent for advertising food and food 
products. It was almost 40 per cent 
greater than the amount spent for 
advertising by the automotive in- 
dustry; about twice as much as that 
spent for advertising tobacco and 
about 60 per cent greater than the 
amount spent for advertising soap, 
cleaners and _ polishes. 

‘Total expenditures in the lead- 
ing industries were: Food and food 
products, $110,048,927. Automo- 
tive, $49,938,488. Clothing, $46,- 
113,256. Tobacco, $39,758,465. 
Drugs, $36,337,328. Soaps, cleaners 
and polishes, $33,144,666. Liquor, 
$29,096,637. House furnishings, 

$25,434,395. 

The largest single advertiser in 
the United States was Procter & 
Gamble Inc. which spent a total ol 

$25,097,018 or about ten million 
dollars more than was spent by 
General Motors Corp. Lever Bros. 
Co. spent $13,318,768 and Colgate 
Palmolive-Peet Co. $11,244,886. 


Packaging Machinery Mfrs. Insti- 
tute Semi-annual Dinner April 24 


The semi-annual dinner’ of the 
Packaging Machinery Manutactw 
ers Institute will be held April 24 
at the Sheraton Hotel, Chicago, III. 


Family Size Tube of Amm-i-dent 
Tooth Paste Offered 


The Block Drug Co., Jersey City, 
N.J. is introducing a new giant 
size 4 3/4 oz. tube of Ammident am- 
moniated tooth paste to retail for 
69¢ for family use. 


Two Sets of No. 5 Soap 
Now Offered by Chanel 


The No. 5 Saponettes, consisting 
of eight guest size cakes of soap in 
a box to retail for $4; and No. 5 
Bath Soap consiting of two cakes 
to a box to retail for $5 are being 
offered by Chanel Inc. New York, 
N.Y. 

Cologne Deodorant Effective 
for 48 Hours Introduced 


Proof Products Corp., Detroit, 
Mich. is offering 48-Hour Cologne 
deodorant in two and four ounce 
sizes to retail for 89¢ and $1.50. It 
has a carnation odor and contains 
it is stated a deodorant which gives 
18 hours of protection. It is in- 
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tended for use all over the body as 
well as under the arms. 


Coty Honors 234 Employes 
With Company Over 15 Years 


Employees of Coty Inc. number- 
ing 234 from all parts of the coun- 
try who have been with the com- 
pany for 15 or more years were 
honored by the company at a cele- 
bration March 20 in the Hotel As- 
tor, New York, N.Y. It was at- 
tended by = entire personnel and 
the board of directors. 

Philip ue. president, said 
that the company had chosen this 
way “to express recognition of the 
exceptional service of those loyal 
and devoted employees through 
the years’ by presenting an_ 18- 
karat gold medal, engraved and 
coined in France, to 70 employees 
who have been with the company 


New Givaudan Aromatics Factory 
Opened in England 


The new factory of the Givau- 
dan organization on the outskirts 
of London at Warlingham, Surrey, 
England has been opened and is 
manufacturing aromatic  chemi- 
cals. The factory is comprised of 
buildings formerly used as research 
laboratories. A branch had been 
functioning in London since a 
short time after the company was 
formed Geneva in 1895. 


Dr. E. G. Klarmann Back From 
Extensive South American Trip 
Dr. Emil G. Klarmann, vice presi- 
dent in charge of research of Lehn & 
Fink Inc. has just returned from an 
extensive trip to South America. 
Combining business with vacation- 
ing, Dr. Klarmann visited Porto 





1 gold medal and certificate of apprecia- 


tion were awarded by Miss Edna M. Jones 
secretary and treasurer with Coty since 
1915 by Philip Cortney, president. 
more than twenty-five years, and 
silver medal of similar design to 
164 employees who have served 
with Coty fifteen years or more. 

Mr. Cortney added: “The Coty 
family is particularly proud that 
so many of its members have lived 
a good part of their lives in it. It is 
only thanks to the loyalty and de- 
votion of people like those we are 
honoring today that a company 
like ours can remain strong and fit 
for the hard competition which we 
have to face all together in our 
daily struggle for life.” 

\fter the presentation of the 
medals the recipients formed a re- 
ceiving line for an informal recep- 
tion. The 40 representatives from 
outside New York were guests of 
the company for the remainder of 
the week. Medals went to execu- 
tives and workers alike. Jean Des- 
pres, vice president since 1921 and 
Walter Boston, stockroom worker 
since 1923 in Memphis were 
among those who received medals. 


Jean Despres, vice president in charge of 
sales since 1921 and Walter Boston, Mem 
phis stockroom worker recetved awards 


from President Cortney. 


Rico, Trinidad, Brazil, Uruguay, 
Argentina, Chile, Peru and Panama. 
The business aspect of the trip 
covered among other things studies 
of the raw material situation at the 
several producing centers for the 
Lehn & Fink and Dorothy Gray 
preparations in South America. The 
recreational side of the journey in- 
volved the carnival in Rio, side trips 
to Mar del Plata and the Argenti- 
nian lake region, exploration of the 
Inca country around Cuzco, and, 
above all, the exciting east-west 
crossing of the Andes by automo- 


bile. Dr. Klarmann was accom- 
panied by Mrs. Klarmann on this 
trip. 


Odorbase Mfg. Co. Moves 
to New Quarters 


Odorbase Mfg. Co. is now lo- 
cated in its new plant and offices 
at 27-48 Jackson Ave., Long Island 
City, 1, N.Y. The company is one 
of the older concerns in the trade. 
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Perfumery Associates Inc. 
Will Represent Jean Niel Inc. 


The name of Jean Niel Inc. has 
been changed to Perfumery Asso- 
ciates Inc. by the stockholders so 
as to be more appropriate to the 
activities of the company. Henry 
Retaillieu and Robert A. Luthy 
were re-elected directors and will 
continue to serve as president and 
secretary-treasurer respectively. 

Dr. A. T. Frascati was elected 
vice president and a director of 
the corporation. He is well known 
in the industry having been asso- 
ciated with various leading firms 
for the past 30 years and is one of 





Dr. A. T. Frascati 


the founders of the American So- 
ciety of Perfumers. He assumes the 
new duties of technical director 
and as such will be available for 
consultation. His son, Richard A. 
Frascati, divides his time between 
research and technical representa- 
tion. J. R. Elliott continues as a 
special representative. The com- 
pany will continue to represent 
Jean Niel, Grasse, France, Produc- 
ers of essential oils and specialties. 

As now constituted Perfumery 
Associates Inc. is made up of tech- 
nical men with years of experience 
in the perfume and flavor indus- 
tries who are uniting their efforts 
to develop specialties, new aroma- 
tics and finished compositions. 


Information on Dollar Free 
Markets for Exporters 


Where are the dollar free mar- 
kets? What is their buying capac- 
ity? What are their needs? To help 
exporters find the answers to these 
questions the March issue of Ex- 
porters Digest presents a detailed 
review of 25 markets where busi- 
ness is being done today on a dol- 
lar basis with satisfactory pay ex- 
perience. A supplementary list of 
200 representative firms is in- 
cluded. Copies are sold for fifty 
cents by the Exporters Digest. 
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Among Our Friends 


GEORGE B. STEGE JR. for- 
merly sales director of the Pepso- 
dent Div. of Lever Bros. Co. is now 
general manager of Mrs. Stevens 
Candy Shops, Chicago, III. 


C. S. HUESTIS has been made 
manager of container board pro- 
duction for the container board 
manufacturing plants of Robert 
Gair Co., Inc., New York. 


JOSEPH OESTEL completed 25 
years of continuous service with 
Ungerer & Co., New York, N.Y., 
March 2. ‘To commemorate the oc- 
casion Kenneth G. Voorhees, pres- 
ident of the company, presented 
Mr. Oestel with a suitably en- 
graved wrist watch. Mr. Oestel has 
been in charge of the Ungerer 
warehouse in ‘Twentieth — street 
since its opening in 1925. He is 
now in charge of the New York 
shipping and filling departments. 
Prior to joining Ungerer & Co. he 
was associated for 13 years with 
Elson & Brewer. 


ALAN RATTINER has. been 
appointed sales manager of the 
Drug Division of Associated 
Brands Inc., Brooklyn, N.Y. ac- 
cording to an announcement of H. 
BRUCE HAGLER president. Mr. 
Rattiner is well known in the in- 
dustry with which he has _ been 
identified for the last twenty years. 
He is a former president of the 
American Business Club, Newark 
Chapter and is a fellow in the 





Alan Rattiner 


American Institute of Chemists 
and is a member of several associa- 
tions in the chemical and drug 
fields. He will make his headquar- 
ters in Brooklyn. Among the trade 
marked products of the company 
are: West Point preparations for 
men; Ozon preparations for wom- 
en and Et Cetera and Vice Versa 
cologne and perfume preparations. 


MARTIN REVSON, of Revlon 
Products, New York, has been ap- 
pointed a division chairman for 
the New York City Cancer Cru- 
sade. 

MARTIN SCHULTES, founder 
of the BIMS reports that scarcely 
any rain fell from January 3 until 
March 13 during his Winter vaca- 
tion spent mostly on the west coast 
of Florida, from which he has re- 
turned. The last two weeks were 
spent fishing in the Oclawaha 
river. He stayed at the Sportsman 
Lodge in Welaka and out of ten 





Martin Schultes and John Cavallero 


possible fishing days he had fishing 
on nine of them and on eight days 
was high man for the lodge. JOHN 
CAVALLERO of the Stelz com- 
pany was with Mr. Schultes during 
the first five days when some splen- 
did hauls were brought in. One 
day they tried their luck on the St. 
Johns river for larger fish. The ac- 
companying photograph shows 
three of the largest fish caught 
which averaged about 1014 lbs. 
apiece. 


IRA BENNETT, former south- 
ern sales representative for Un- 
gerer and Co., New York, has been 
transferred to the firm’s New York 
office to act as special sales repre- 
sentative, it was announced recent- 
ly by K. G. Voorhees, president of 
the company. G. R. NOTTING- 
HAM, formerly of E. I. Du Pont 
de Nemours & Co., was appointed 
southern representative for Un- 
gerer. 


D. R. COLLINS, chairman of the 
board of Goya, Ltd., London, Eng- 
land, has returned to England af- 
ter a two weeks’ visit to this coun- 
try concerning the distribution of 
Goya perfumes in the United 
States. 
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LEE BRISTOL, president of 
Bristol-Meyers Co., Hillside, N.J. 
has been re-elected a_ vice-chair- 
man of the Advertising Council. 

DONALD S. CUSHMAN has 
been appointed vice president in 


charge of sales for Innis, Speiden 
& Co. according to an announce- 





D. §. Cushman 


ment by W. H. SHEFFIELD JR., 
president. Mr. Cushman who has 
been with the company since 1928 
was formerly Cleveland manager of 
sales until last August when he was 
appointed assistant to the presi- 
dent. He is a former resident of St. 
Petersburg, Fla. where he was edu- 
cated, and now lives in Maple- 
wood, N.|]. 


MISS VERA MARCOTOON, 
daughter of Mrs. Margaret Marco- 
toon and the late Dr. Nicholas 
Marcotoon, creator of the Milk 
Maid Line and an _ outstanding 
chemist in the industry, was mar- 
ried to Ensign William Leo Gary 
of the U. S. Navy at the Little 
Church Around the Corner, New 
York, N.Y. March 17. 


JOHN LESLIE HINDLE, man- 
aging director of Standard Synthe 
tics, Ltd., London, England _re- 
turned home by airplane March 30 
after spending two weeks in the 
United States and one week in 
Bermuda. Mr. Hindle came to the 
United States to investigate the 
possibilities of renewing American 
connections for the sale of essen- 
tial oils and aromatic products. He 
reported that business has been 
good, both domestic ahd export in 
London since the war. The com- 
pany exports to Scandinavia, In- 
dia, Siam, Turkey etc. and special- 
izes in the import and export of 
essential oils from all overseas 
sources. 


PAUL D. BLACKMAN has 
been appointed sales manager of 
Helen Pessl, New York, N.Y. 
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MARIUS J. MARTIN has been 
appointed head of the manufactur- 
ing department of the Antoine 
Chiris Co. New York, N.Y. accord- 
ing to an announcement by Fred- 
erick E. Shoninger, president of 
the company. Mr. Martin joined 
the company 34 years ago and has 
been actively associated with the 
manufacturing side of the business 


EUGENE FRIEDMAN, Ph. D. 
manager of the Chicago branch of 
Polaks Frutal Works is celebrating 
his 25th anniversary with the com- 
pany. He was graduated as a phar- 
macist and pharmaceutical chemist 
from the University of Breslau and 
Berlin in 1904. Then he served as 
assistant of Prof. Adolph von Bayer 
of Munich. He received his Ph. D. 
degree in 1908 m:z ajoring in organic 
chemistry. His thesis covered gam- 
ma amino acids. He also did con- 
siderable research work and estab- 
lished the constitutional formula 
of adrenalin. His published work 
appears in the Annalen between 
1906 and 1909. Subsequently he 
studied in Zurich, Switzerland. In 
1913 he came to the United States 
and joined the Rockefeller Insti- 
tute for Medical Research. In 1915 
he became chief chemist of the Mc- 
Laughlin, Gormley, King Co. in 
Minneapolis and later formed with 
them as a partner the McLaughlin 
Chemical Works manufacturing 
phenacetin, photographic develop- 
ers and azo dyes. He took a gradu- 
ate course at the University of 
Minnesota and acted as a tutor 
there in organic chemistry. After 
the first World war he was con- 





Dr. Eugene Friedman 


nected for a short time with Heine 
& Co. and the Rhodia Chemical 
Co. as a sales representative. In 
1925 he took over the representa- 
tion of Polaks Frutal Works for the 
midwest with offices in Chicago. 
For years he has lectured at vari- 
ous universities in the middle west 
on essential oils, flavors, and al- 
lied subjects. 


HARRY R. ADAMSON re- 
signed April 1 as midwest repre- 
sentative for Jean Patou Inc. 


ANDRE GIVAUDAN who has 
been visiting leaders in the indus- 
try in the United States for three 
weeks returned home April 2. 
While he was here plans were made 





Andre Givaudan 


by him in conjunction with the di- 
rectors of the Givaudan corpora- 
tion in the United States for the 
expansion of the research and pro- 
duction facilities including labora- 
tories and personnel at  Dela- 
wanna, N.J. and the launching of 
an enlarged research program 
which will complement that of the 
parent company in Geneva, Switz- 
erland. Proposals leading to the 
strengthening of the international 
ties between the American organ- 
ization and the new factories in 
England and Brazil were worked 
out by Mr. Givaudan and the ex: 
ecutives of the company here. 


ARTHUR A. J. WEGLEIN, 
president of Daggett & Ramsdell, 
Inc. New York, N.Y. has recently 
returned from an extensive air trip 
to his company’s factories in Cen- 
tral and South America. 


DR. A. J. HAAGEN-SMIT of 
the California Institute of Tech- 
nology will receive the 1950 award 
of Fritzsche Brothers Inc. at the 
Philadelphia meeting of the Amer- 
ican Chemical Society this month. 


HERBERT F. MYERS was ap- 
pointed cosmetic and toiletries for 
American Stores Co., Philadelphia, 
operators of Acme Super Markets 
and other’ stores. PATRICIA 
BRISTOL, formerly with United- 
Whelan Drug Co., has joined the 
cosmetics and toiletries merchan- 
dising department of the firm. 


CHAMPE S. ANDREWS has 
been promoted to general sales 
manager of the eastern division of 
Angelique & Co., Wilton, Conn. 
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» the introduction of this new face powder material 
of it have constantly increased because the use of 
ually represents a development in fine face powders. 


Its exceptional silky. soft, smoothness, the complete ab- 
gence of odor and the extremely fine particle size of it, 


% 


plus its extraordinary adhesiveness actually improves a 
face powder in which it is used. As little as 5% added to 
your formula will bring about this result although it is 
being used in some face powder to the extent of 15% and 
a formula is offered showing its use in this percentage. 











Samples are at your disposal and we believe that this 
is one of the Plymouth products which warrants a serious 
investigation by every face powder manufacturer be- 
cause it has real merit and will improve your product, 





. M.W. PARSONS 


59 BEEKMAN STREET Imports AND TELEPHONE: BEEKMAN 3-3162 — 3163 — 3164 
NEW YORK, N. Y., U.S. A. PLYMOUTH ORGANIC LABORATORIES, Inc. caste appress: PARSONOILS, NEW YORK 





+ + 
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LAWRENCE A. FLAGLER was 
elected vice-president in. charge of 
domestic production for Warner- 
Hudnut Co. at a recent meeting ol 





L. A. Flagler 


the board of directors of the com 
pany. Mr. Flagler was formerly 
production manager for the Frank 
lin Baker Division of General 
Foods Corp. 


GUSTAV CARSCH  has_ been 
appointed manager of the Chicago 
branch of Polak & Schwarz, New 
York, N.Y. Prior to joining the 
company as a sales representative 
several years ago, Mr. Carsch was 
a cosmetic chemist and compound 
ing perfumer. 







EDWARD D. LANE was elected 
vice-president and director of sales 
for Pond’s Extract Co. F. H. ORR 
and LESLIE M. FAULDS were ap- 
pointed sales manager and mer- 
chandise manager. All of these 
men were formerly with Lamont, 
Corliss & Co. which acted as Pond’s 
sales agent. 


MURRAY WERKER, formerly 
with Helene Curtis and Chen Yu, 
has joined ‘Trump, Anderson & 
Barton sales agency as vice-presi- 
dent in charge of the department 
store and wholesale division. 


MAX BOWER recently resigned 
as sales manager of Harriet Hub- 
bard Ayer. 


SIDNEY FACTOR of Max Fac- 
tor & Co. Hollywood, Calif. and 
\L SPERLING of Al Sperling 
Beauty Products Co. have’ been 
named co-chairmen for the 1950 
Los Angeles United Jewish Wel- 
fare Fund. 


J. EDWARD DWYER of E. 
Fredericks, Inc., Long Island City, 
N.Y. has been chosen to represent 
the National Beauty & Barber Mrs. 
\ssn. at the coming annual meet 
ing of the U.S Chamber of Com- 
merce in Washington, D.C. 


THREE FULLY EQUIPPED 
PLANTS TO SERVE YOU 
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THOMAS B. RICHEY, JR. has 
been appointed production mana- 
ger of N.I. Malmstrom & Co., 
Brooklyn, N.Y. Mr. Richey has 





T. B. Richey Jr. 


been with E. I. duPont de 
Nemours & Co. as a chemical en- 
gineer since his graduation from 
Columbia University in 1939. 


JILL JESSEE, sales education 
and promotion consultant will 
leave on May 13 for a six week 
trip to Europe on several business 
assignments. She will visit Paris 
and Grasse for a tour of the per- 
fume factories and flower fields 
and will then go to Italy and 
Switzerland. 


MACK PLASTIC 


MOLDED CLOSURES | 


AND PACKAGING 
SPECIALITIES 


STANDARD SIZES DELIVERED FROM 
STOCK — FAST SERVICE ON CUSTOM 
PACKAGING AND SEALS 


Count on MACK for quick delivery 
of molded closures — in all sizes and 
in any quantity. Choose from an in- 
teresting variety of modern stock 
designs, And for special packaging 
ideas, consult MACK technicians. 
Their sales-proved experience cover- 
ing products of every kind is avail- 
able to you without obligation. Sam- 
ples of closures and prices sent on 
request. Just call or write Mack 
Molding Company, Inc., 160 Main 
Street, Wayne, New Jersey. 





April, 1950 331 











> a . . | 
mt eee ~ ee 
Qa ie 


Og 


ragrances oN | 
that help sales | 





Cutrodor 


Rich and exotic, Cuirodor has almost 





limitless use . . . a long-lasting and 
distinctive base for a scent of mellow 
tobacco . . . for perfumes and toilet 
waters of an Oriental type . . . and 
for imparting warmth to many fra- 
grances. For quality that is exceptional 
at a price that is moderate, send for a 
working sample. 


Hleuraldine 


Soft, delicate, and characteristically 
French, this modern Aldehyde creation 
will enhance the finest floral fragrances. 
As a flowery note for heavier composi- 


tions . . . as a base for your own 
formulas . . . as a compound for per- 
fumes, toilet waters and cosmetics . . . 


Fleuraldine is an inspiration. Its dis- 

tinction, its quality and its reasonable 

price warrant your sending for a work- 

ing sample. | 
* 

Creators of the finest perfume bases 
for every purpose, in every price range. 
Essential Oils 

Perfume Materials 


Aromatic Chemicals 


rt \ 


1, N.Y. 
601 WEST 26th STREET, NEW yORK 1, 
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STEELE C. HUTTON, vice 
president in charge of sales of Hi- 
restra Laboratories Inc., New 
York, N.Y. is making a trip 
through the Southeast, Texas and 
the Midwest calling on the various 
Endocreme accounts. He will re- 
turn late in April. 


DR. JAMES WILLIAM 
EVANS, an authority in the car- 
bohydrate, food and chemurgic 
fields of research assumed direction 
of the research laboratories of the 
American Maize Products Co., 
Roby, Ind. on April 1. 


LEO A. SCOTT has been ap- 
pointed general superintendent of 
domestic plants of the Colgate- 
Palmolive-Peet Co. according to 
an announcement by HUGH R. 
MAC MILLAN JR., vice presi- 
dent in charge of production for 
the company. At the same time 
JOSEPH G. FERRARO has been 
made Jersey City plant superin- 
tendent. 


JOSEPH A. LICHTERMAN, 
formerly general manager of the 
American Oil & Disinfectant Corp. 
will remain in charge of the Whis- 
tleclean Division of L. Sonneborn 
Sons Inc. Since the latter acquired 
complete control of American Oil 


& Disinfectant Corp. the name was 
changed to the Whistleclean Divi- 
sion. 


THOMAS G. FLAVELLE, di- 
rector and assistant secretary of 
Innis, Speiden & Co., New York, 
has retired from active manage- 
ment. He has served the company 
since 1909, and was in charge of 
the gum and wax division, which 
he will continue to serve in an ad- 
visory capacity and as a director of 
the company. 


Obituary 


Mrs. Aurelia G. Lelong 

Mrs. Aurelia G. Lelong, wife of 
Paul H. Lelong, chief perfumer for 
Richard Hudnut, died March 29 at 
the Physicians Hospital, Jackson 
Heights, N.Y. Mrs. Lelong is sur- 
vived by her husband, a son, Paul, 
a daughter, Mrs. C. P. Koehne, and 
a granddaughter. 


F. O. Daiker 
F. O. Daiker, sales manager of F. 
Ritter & Co., Los Angeles, Calif. 
died from a stroke suffered April 2 
while gardening in his back yard. 
He was connected with the Katz or- 
ganization for the past 12 years and 


prior to that time was production 
manager for Arden Farms for 29 
years. He was well known through- 
out the ice cream and confectionery 
industries. He is survived by his 
wife. 


Laurence G. Metcalf 


Lawrence G. Metcalf of Arcade 
N.Y. died suddenly at St. Francis 
hospital in Buffalo recently follow- 
ing a heart attack. Mr. Metcalf was 
a sales representative for Shulton, 
Inc. for the past seven years. He 
was a graduate of the University 
of Buffalo School of Pharmacy and 
at the time of his death was a 
member of the board of directors 
of the New York State Cosmetic 
Assn. Mr. Metcalf is survived by 
his wife, a son, and a daughter. 


Carl M. Black 


Carl M. Black, who was asso- 
ciated with the Chicago chemical 
industry for half a century and for 
25 years had been mideastern rep- 
resentative for S. B. Penick & Co., 
New York, N.Y. died March 11 in 
California. He operated out of the 
Chicago office of the company. Mr. 
Black had been connected with 
the Murray & Nickells Mfg. Co. of 
Chicago which the Penick com- 
pany purchased in 1937. 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 


is wholly satisfactory in giving the characteristic Orris note. 


It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. 


LONDON 


NATIONAL CITY, CAL. 


MITCHAM 


WIDNES 
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Quality an ee 


METAL CONTAINERS and CLOSURES 


by 
BRIDGEPORT 





Vanities Powder Boxes 

Jar Caps * Perfume Vial Cases and Caps 
Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Suwivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


THE Brivceport Meta Goops Mee. Co. 


BRIDGEPORT Established 1909 CONN. 





Tava TTY Pe Te Pg 


CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


ane AMERCHOLS 
Taetdh are gla etter 


NON-IONIC EMULSIFIERS, EMOLLIENTS AND PENETRANTS 


The AMERCHOLS are surface-active agents which are Naturally good for the skin. Of 
Natural Origin, they represent odorless, color-free forms of cholesterol and related rare 
sterols which we isolate in purified form from animal tissues. They are stable in the 
presence of acids, alkalies and most drugs. 





WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


For complete information write on your company letterhead for your copy of our technical 
booklet. Contains valuable data on the use of the Amerchols in O/W and W/O 
emulsions. Formulas for all types of creams, lotions, hair preparations, etc. 


Our Research Laboratories are available to you for advice and information at all times. 


Have you tried AMERCHOL L-101 Liquid Cholesterol Penetrant for your hair preparations? 


AMERICAN CHOLESTEROL PRODUCTS . 


“INCORPORATED ® roi, Mobos 
tk 8 Emcee Be) tS 


334 April, 1950 The American Perfumer 





Alcohol Prices Up: Oils Steady 


RICE developments were 

largely centered upon chemi- 
cals over the past month with sev 
eral of the salicylates scoring al 
vances of 2¢ a pound, and Citral 
from lemongrass oil displaying 
considerable strength. Several de- 
rivatives are just beginning to re- 
flect the higher costs of benzol, and 
and advances were noted in linal- 
ool and linalyl acetate in keeping 
with the firmer market in Brazilian 
bois de rose oil 


Ethyl Alcohol Prices Up 


Another major price develop- 
ment was an advance in ethyl al- 
cohol prices. The base price was 
moved up to 35¢ a gallon from 29¢ 
in tankcars, tax free. Other for- 
mulae were advanced from 514¢ to 
6¢. It was the first change’ since 
July at which time the base price 
of tax free alcohol was advanced 
from 21¢ to 29¢ a gallon. In view 
of steadily mounting costs, the ad- 
vance back in July was not suth 
cient to offset earlier a brought 
about by a period of severe com- 
petition over many phases 0 Dur- 
ing the period from October 1948 
to June 1949 the alcohol market 
dropped from 75¢ a gallon to 21¢. 

Alcohol enjoys a wide use in fla- 
voring extracts, proprietaries, toi 
letries and in perfumes. The new 
and higher prices became effective 
to contract buyers April 1. 

Although the return of miners 
to the coal pits brought about a 
resumption in fuel shipments, it 
will be many weeks before in- 
creased coking operations will be 
reflected in the supply position of 
benzol, especially in view of the 
large backlog of orders that piled 
up during the coal holiday. 


Dalmatian Sage Strong 


An unusually strong spot in the 
essential oil market was Dalmatian 
sage. While the article has already 
experienced a series of advances in 
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recent weeks current selling sched- 
ules remain below replacement 
costs for the limited amounts to be 
had in the primary center. 

‘Trade in various oils and _ spe- 
cialties was fairly brisk, but the 
real factor behind the strength in 
the market was supply. There was 
a noticeable absence of merchan- 
clise. 


Cyclone Damage in Madagascar 


‘This was particularly true in the 
case of oils that come from the 
French Islands such as geranium, 
vetivert, ylang ylang and clove 
spice from Madagascar. Real con- 
cern is expressed over the damage 
caused by the cyclones that hit the 
French Islands some weeks ago. 


Vanilla Beans 


Vanilla beans in warehouses 
were damaged and it is generally 
feared the effects of the storms will 
be more keenly felt in the latter 
part of the year when the new crop 
of beans is harvested. Some esti- 
mates place the 1950-1951 crop in 


the French Islands at about 300 
tons. With the carryover taken into 
consideration, no more than 500 


tons of beans will be available to 
take care of world requirements 
over the next two years. On the 


basis of an annual consumption of 
100 tons in the United States, total 
beans in sight will run far short of 
world needs. 


Anisiec Aldehyde Weaker 


Demand for anisic aldehyde con 
tinued fair although it has shrunk 
en from the high level caused by 
the sudden expansion in the man- 
ufacture of the antihistaminic 
drugs. The shrinkage in sales was 
scoompanied by a downw: ird trend 
1 prices. At the close, the article 

freely available at $2.10 per 
pound in drums. 

Some trade factors seemed more 
optimistic regarding the future of 


Was 


geraniol. Lessening of supply of 
some natural products for which 
geraniol may be used should tend 
to lift sales of the latter article. 


Industrial Chemicals Trend 


In view of recent price develop- 
ments, the industrial chemical mar- 
ket appears to be tending upward 
for the first time in many years. 


Two of the mineral acids, namely 
muriatic and sulphuric moved 
higher in price, and a major pro- 
ducer boosted chlorine in multi- 
unit tankcars 20¢ per cwt. Chlo- 


rine consumption has shown not- 
able gains over the past six months 
or more especially for use in the 
manulacture of chlorinated organ- 
ics. 


Refined Glycerin Demand Down 


Demand for refined —s de- 
clined somewhat because of a cur- 
tailment of operations by slennes 
which had been hard pressed for 
coal. Producers believe it will take 
many weeks before buying again 
reaches the high level noted in the 
final months of last year. There 
was no apparent weakness in the 
crude glycerin’ market however. 
Non-refiners found little difficulty 
in locating ready buyers for the 
quantities ‘offered. 


Menthol in Short Supply 


Ihe trend in menthol turned 
upward after declining to $10 a 
pound. As in many other closely 
related articles, the major reason 
for the hardening trend was that of 
supply rather than by any unusual 
demand. Toward the close of the 
period under review, several in- 
quiries in the market revealed that 
unsold stocks of Brazilian menthol 
was concentrated in only a few 
hands. Arrival of close to 300 cases 
of Chinese menthol in the United 
States within a relatively short pe- 
riod failed to have any material 
influence upon the spot position. 
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B-W LANOLIN U.S.P. 


EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 














B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden, N.J. ESTABLISHED 1914 New York, N.Y. 


THE C. E. ISING CORPORATION 
MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


FLORAL BASES 


ISOLAROMES 
(Fixatives) 


TRUODORS 
(For Perfumes and Toilet Waters) 


FOUNDED 1908 
FLUSHING ' NEW YORK 


ALL THROUGH THE YEARS ... 


LAVENDONE 


has gained in favor with our customers. 
It enhances the floral character and aids 
stability of Lavender blends, Fougere, Hay, 
Moss, etc. An all purpose product, and 
valuable in itself in soap powders, deter- 
gents, and liquid soaps. 


For the Fast-Growing Detergent Industry 


The FUNDAMENTALS 
of DETERGENCY 


Why don’t you try it? Ask for sample and special 


by William W.. Niven, Jr. 
Midwest Research Institute 


1950 - 260 pages - illustrated - $5.50 


quantity prices-—Now! 


QUALITY SERVICE PRICE 
This volume presents a thorough-going treatment of the theory and 
practical applications of detergents with special reference to their use 
in laundering processes. All those who require a basic knowledge of 
the factors involved in detergency, both physical and chemical, and 
who wish to understand the chemical formulation of modern deter- 
gents will find this book of the greatest value, since its principles can 
be applied to all fields in which surface tension and its related phe- 
nomenon play a part. 


NEW YORK AROMATICS CORP. 


Ussential Oils—Aromatic Chemicals 


Perfume Bases 


5 Beekman St. New York 7, N.Y. 


Order Now for Immediate Delivery 


THE AMERICAN PERFUMER 


9 East 38th St. ’ New York 16, N.Y. 





A - 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: * Cable Address 
COLUMBUS 5-5600 HORNLABELS NEW YORK 
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PRICES IN THE NEW YORK MARKET 











(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS CN CMD cic ccuuecdens 5.75 Pas CO ocdccccccsis 2.95@ 3.25 
Comm lead U.S. P.. ..c ce 1.75@ 2.00 PN cd céwencédancanns 2.90@ 5.10 
All prices per Ib. unless otherwise speci- Cedar Wood ............. 40@ 5S SAUINEORS ncdadenccecane 2.45@ 3.00 
fied. Ge < cutbudeucaaeseeaas 15.00@ 16.00 Limes, distilled ........... 5.80@ 7.25 
Chamomile Roman .......250.00@280.00 PI viéccccsccedacs 7.25@ 10.75 
Almond Bit, FPA per Ib. . 4.00@ 4.75 Cherry laurel ............ 18.25 RN WEEE i ccccccccces 3.35 
ere 80@ 1.00 Cinnamon bark oil ....... 30.00@ 55.00 | 11.00 
Apricot Kernel ......... 504d 38 Citronella, Ceylon ........ 1.254 1.35 DE ccenecacdiuness 3.50@ 4.50 
Amber, rectified .......... Nominal JAVE UYPO wocccccccccces 185@ 2.25 CE etiiviceciescadtene 21.00 
Angelica Root ........... 125.00@190.00 Cloves, Zanzibar ......... 1.55@ 2.00 Neroli, Bigarde P. ........ 85.00@ 100.00 
BA, Wet Es keke sacen 130@ 1.35 Madagascar ............ 145@ 1.75 Petale, extra NF ........ 140.00@185.00 
Aspic (spike) Span ...... 100@ 1.45 Coriander ................ 25.00@ 30.00 PO ccc cwévawecncunwes 3.35@ 4.00 
I ors Meee tn 110@ 1.50 Ds ceweneewdueas 10.00@ 12.50 Ocotea Cymbarum ....... 80@ 1.00 
De  Seusdevensncnecwnece 125@ 2.00 Croton .....eeeeeeeeseces 5.20G 6.50 arr rere 5.00@ 8.75 
I saves ceeewes 1.500 4.85 COMM cccccccccccccccces 6.35@ 10.10 CINEMND <ecccveuancenns 19.25 
EE. ecinsvenecces 2.10@ 3.00 NE oe cceacunnceneas 5.65@ 6.50 CNL ciacnacsuacsaws 30.00@ 35.00 
NE cininieo dink sew 2.25@ 5.40 BOMNOME, seccuccesseennes 5.00@ 5.80 Orange, Florida .......... 50@ 15 
Birchtar, crude .......... 100@ = 1.50 OUOEE 66 66 ccccceveuvens 34.00 RY. adkccccaccesa 20@ 1.00 
Birchtar, rectified ........ 4.25@ 5.00 BMOREVINES coc scccescces 10@ 145 CR OU ie cecccencecas 75@ 1.00 
Oe eer .. 345d 3.80 Fennel, Sweet ............ 2.60@ 2.85 Orris Root, abs. (0z.) ..... 80.00@100.00 
COON Ce Die ccacecces A0G 60 Gariie (08,) «2.2000: sees 9.00 SONI, rnticeccacce cade 36.00 Nom’ 
ve 2 ees 2.354 2.50 Geranium, Rose, Algerian . 15.00@ 16.50 Pennyroyal, Amer. ....... 1.10 Nom’! 
Cajuput (imitation) ...... 1.75 ED caevexusvaavees 17.00@ 22.00 BOUND. naisiccdicccces 1.60@ 5.80 
CN citeavendecusens'e 20.004 25.00 yO eee ee 7.85@ 9.25 Peppermint natural ...... 6.25@ 6.40 
Camphor “White” ........ 29@ ~~ «50 CE Ganccaweseatdeenonen 21.50@ 28.00 DEE arcaineckncks 6.55@ 7.00 
Cananga, native .......... 3.654 4.00 Guaiac (Wood) ......... 1.90@ 2.20 MUNIN « cca ad'e kcateands 2.00@ 2.75 
SNE odd a kerk ene 1354 5.00 DR Sicinavdsnnenenes L.75@ 2.00 Pememte Berry occ. cccicss 3.85@ 5.50 
ee 3.75 4.25 Juniper Berry ............ 3.25@ 6.20 Pinus Sylvestris .......... 2.50@ 2.65 
RI ei cediecena das wks 55.004 70.00 I akan Gare uae 10.00@ 12.50 WUD a cecacaudadadcdds 2.80@ 3.15 
IN ca eenike dicular ard 10.00 ES EOE Oe eee 150@ 2.25 Rose, Bulgaria (0z.) ..... 25.00@ 56.00 
Cassia, rectified, U.S.P... 2.10@ 2.35 Lavender, French ........ 2.204 5.00 (Continued on page 339) 


a. s98 


Klinker staff members are experts who judge 

the private label cosmetics they create by the most 
precise standards of good taste and quality 

Our chemists are their own most 

severe critics. They are never satisfied with 

less than perfect results. 


In over 40 years of serving discriminating private 
brand customers, it has always been 

our policy to purchase and blend only the 

finest ingredients to achieve the superior products 


our customers specify. 


Even then, we go a step further. We offer 
packaging and labeling advisory service to complete 
the most salesworthy product possible. 


ae 
| | d 
MANUFACTURING GCOMPANY 


9210 BUCKEYE ROAD e CLEVELAND 4, OHIO 


MANUFACTURERS OF PRIVATE LABEL COSMETICS SINCE 
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SPILLPROOFS 
Lower Left 

tales t- Me: | le ae 
Lower Right 

Watch Case (1 dr.) 


Liye 
Plain Round (1 dr.) 


Top Right 
at ls eae 


ade 


' 


A , . , 
—~ 


SPILLPROOFS IN METAL 
Plain round (1 dr.) encased in highly polished 


Brass container with flush cap. Tarnish~ Proof 


RICHFORD CORPORATION 


ae 251 FOURTH AVENUE -N. Y. 3, N. Y. 


PEND «TRADE MARK 
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| Absolute French Perfume — | 





| Coumetries Gre. 


21 Irving Place New York 3, N. Y. 


PRIVATE FORMULA 
MANUFACTURERS OF 
COSMETICS AND TOILETRIES 


BULK AND COMPLETE PACKAGING SERVICE 


Skilled Factory Employees 
Progressive Management 
Personalized Service 


Perfected Details 


REPUTATION BASED UPON PAST PERFORMANCE 


ie 


PLIPSTICKS 
, MASCARD 


“COMPACT POWDER 
°f, LES me i > 


A. CAVALLA, INC. 163 West 18ru Srmerr, NEW YORK, ti, MY. 


Wathfe 


5 


All of the Most Popular Types 


Series 300 Oils 
Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low price 
For 30 years we have served a catlehied clientele. Our 
consulting Department is always at your service 


EK. M. — Company 


nite Li, N. o 


433 Stuyvesant Avenue 
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(Continued from page 337) Aldehyde C 8 ............ 9.00@ 11.00 Ethyl Formate ........... 65@ 75 


s Synthetic, Ib. .......... 20.00@ 28.00 COP Sasscenniavcdsaans 7.00@ 8.50 Ethyl Propionate ......... 75@ 1.00 
Rosemary, Spanish ........ 95@ 1.35 Cae. ‘avnnnaccenecsenee 19.25@ 22.00 Ethyl Salicylate .......... 80@ = .95 
TM: MONEE v6 ccvecserne 1.25@ 2.00 Co. . ceiasicciatwunedas 14.00@ 16.00 Ethyl Vanillin ........... 6.75@ 6.80 
Sage, Dalmation .......... 5.75@ 6.50 C14 (Peach so-called) .. 685@ 7.40 MENEOOR,  uvaddacadcuua 155@ 2.05 
Sandalwood, N. F. ........ 11.25@ 12.15 Cc 16 (Strawberry so-called) 5. a 7.00 ) ee ae 2.25@ 2.85 
Sassafras, artificial ....... 60@ «75 Amyl Acetate ............ 53@__—««.70 Geraniol, dom. ........... 3.50@ 4.10 
ON 19.00@ 23.00 HE TRE wiicxavixies 85@ 1.10 Geranyl Acetate .......... 2.70@ 3.60 
SS ere 3.20@ 3.80 Amylcinnamic Aldehyde .. 2.10@ 2.50 Geranyl Butyrate ........ 5.25@ 6.10 
Wi po Siena vwar 10.00 Amyl Formate ........... 1.00@ 1.25 Geranyl Formate ......... 5.45@ 6.10 
Sweet birch .............. 3.00 Amyl Phenyl Acetate ..... 3.75@ 4.10 Guaiac Wood Acetate .... 6.00@ 6.75 
BN WOE cs ko scd vacances 2.15@ 2.85 Amyl Propionate ......... 1.00@ 1.60 Heliotropin, dom. ........ 3.10@ 3.90 
Mii aivwressvnns . 240@ 3.25 Amyl Salicylate ......... 85@ 1.00 Hydrotropic Aldehyde .... 630@ 6.85 
0). ee 30.00@ 55.00 Amyl Valerinate ......... 180@ 2.25 Hydroxycitronellal ....... 6.75@ 8.00 
I eee es wicca ceca 8.00 pe ee 110@ 1.25 Ds Gis he vindawnavaceas 18.00@ 20.00 
Vetivert, Haitian ......... 11.00@ 12.00 Anisic Aldehyde .......... 2.10@ 2.50 Ionones 
OS eee 13.75@ 14.75 Benzyl Acetate ........... 10@ 85 Di aecctecakedenentes 780@ 8.60 
Wintergreen ............. 4.00@ 14.50 Benzyl Alcohol .......... 65@  .71 NE. Waecewceccecuas 455@ 8.80 
EE itt ance Pua cars 4.25@ 4.85 Benzyl Benzoate ......... 80@ 1.00 DUNNE Gawsudaveccess 1.65@ 1.80 
Ylang Ylang, Bourbon .... 8.25@ 12.00 Benzyl Butyrate ......... 1.70@ 2.15 Iso-butyl Acetate ......... 1.00@ 1.75 
ae ae neues 3.30@ 3.60 aes Benzoate ....... 1.10@ 1.75 
TERP 21 enzyl Formate .......... 2.00@ 2.30 so-butyl Salicylate ....... 2.15@ 3.00 
ENELESS OILS Benzophenone ........... 150@ 1.85 DN cavedcacaadens 3.35@ 3.85 
ee 10.00@ 1300 Benzyl-Iso-eugenol ...... 9.35@ 10.00 DEE acvdacudcucacces 2.00@ 2.80 
Grapefruit .............. 45.00@ 50.00 Benzyl Propionate ....... 1.60@ 2.20 RE sc wascdacccecetucus 5.35@ 6.35 
ed et 7.25@ 10.00 Benzylidene Acetone ..... 2.00@ 2.75 Linalyl, Acetate 90% ...... 5.50@ 5.85 
| EE RT 35.00@ 41.C0 DGMEUION Sosa ccecesens 5.75@ 6.35 CER civseecderencuseies 5.200@ 5.65 
RS. hccdeceKcccme ec’ 75.00@ 85.00 Butyl Acetate, normal .... .1444@ .15\% Linalyl Formate ......... 10.75@ 12.00 
WO gg cc cccccccce | 55.00@ 62.00 Cinnamiec Aleohol ........ 3.00@ 3.75 Linalyl Propionate ....... 9.50@ 11.00 
Orange sweet ............ 70.00@ 95 00 Cinnamiec Aldehyde ....... 1.15@ 1.35 I a idecadaeceecanus 10.20@ 10.50 
Peppermint ............. 10.50@ 11.25 Cinnamyl Acetate ........ 3.75@ 4.50 Methyl Acetophenone .... 150@ 1.90 
POL: ia cneccecanevs 5.75@ 7.00 CO Gre B sr Kcedecekcuuns 5.75@ 7.00 Methyl Anthranilate ..... 2.40@ 2.65 
PE: ke cvnsncccacecs 6.25@ 7.00 Citronellol .......... ... 320@ 3.75 Methyl Benzoate ......... 60@ 1.00 
Citronellyl Acetate ...... 3.95@ 5.40 Methyl Cinnamate ........ 1.75@ 2.25 
DERIVATIVES AND CHEMICALS CMGIINIIN Sarena o88 545.6050 2.75@ 3.00 Methyl Heptenone ....... 6.25@ 7.00 
Cuminic Aldehyde........ 7.75@ 10.00 Methyl Heptine Carbonate 45.00@ 60.00 
Acetaldehyde 50% ....... 1.90@ 2.75 Diethylphthalate ......... 39@ <A3 Methyl Naphthyl Ketone .. 3.25@ 4.7 
Acetaphenone ........... 150@ 1.75 Dimethyl Anthranilate .... 5.25@ 5.90 Methyl Phenylacetate .... 1.30@ 1.85 
EG lv ccnduuceea 2.40@ 3.00 Ethyl Acetate ............ 26@ ~~ 30 Methyl Salicylate ......... A0@ = AS 
Be ta ene tceecnerennne 17.50@ 19.00 Ethyl Benzoate .......... 15@ .90 Musk Ambrette .......... 940@ 5.85 
OM Uiveurducevcevexes 2.40@ 3.00 Ethyl Butyrate ........... 10@ 85 NR ope cadeadcncees 5.00@ 5.30 
eee susuvrlawaccawaets 14.50 Ethyl Capronate ......... 3.30@ 3.75 PRU akiaccsuceeused 1.75@ 2.00 
EE. ich euieas du kcuacaas 2.40@ 2.85 Ethyl Cinnamate ......... 2.45@ 2.80 (Continued on page 341) 













READY FOR YOUR LIBRARY 


Volume III of this monumental work on essential oils! 


THE ESSENTIAL OILS 


Vol. Ill, by Ernest Guenther, Ph.D., 777 pages, illustrated and 
indexed, cloth, 6 x 9 inches. $10.00 per copy. 





In this third volume, the author begins a group on individual oils. The 
monographs describe the oils of the plant families Rutaceae (with special 
emphasis on the very important citrus oils) and Labiatae. 

The sequence of plant families follows in order of technical and commer- 
cial importance. Their botanical and geographical origin and methods of 
cultivation are covered fully, Techniques of distillation and yield of oil, 
their physicochemical properties, chemical composition, total production, 
and uses in industry—abundant information you certainly need arranged 


in up-to-date order. 
MAIL THIS ORDER COUPON TODAY 


Maison G. de Navarre says: “In no other work is the treatment 


| MOORE PUBLISHING COMPANY BOOK DEPT. 9 E. 38th St. 
of essential oil constituents so complete and up-to-date.” New York 16, N.Y. 
| Please send me Ernest Guenther’s THE ESSENTIAL OILS: 
| [ ] VOL. I ($6.00 each) [ ] VOL. IL ($10.00 each) 
| { ] VOL. III ($10.00 each) 
To order simply fill out and mail the coupon. Copies of VOL. | and VOL. My check (or money order) foe ......0.0cecsceees ensinea 
Il of this series are also available at $6.00 and $10.00 respectively. | NAME ... ibe aveni Secnudadsded gis taatesabaabesaune | 
| GOONINND hoo vdkveccdvdcecvecdcccacuceccennceneucevsdenssusaceeneueesesrene 
ADDRESS . evccececcecs eT e ere eee eee ee eee ee ee ee ee ee ee ee eee ee | 
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to load and operate 


For Low-Cost Mixing 


You can save time and labor in your mixing and 
blending operations with an Alsop Stainless 
Steel Mixing Tank. The specially designed slop- 
ing bottom and side outlet insures complete and 
fast draining. The shorter legs makes the whole 
Tank low for easier loading and operating yet 
allows unrestricted clearance between tank bot- 
tom and floor. You can be sure of dependable, 
efficient mixing and minimum cleaning and op- 
erating costs. Available in a complete range of 
sizes and capacities. 


AIR-TIGHT STORAGE TANKS 


Here’s a complete line of 
Stainless Steel Air-Tight 
Tanks for efficient, mainte- 
nance free storage, decanting 
and settling. The all welded 
construction, rounded corners, 
and the highly polished crev- 
ice-free surfaces means years 
of dependable, low-cost serv- 
ice. We can supply these 
Closed-Tanks in all sizes with 
complete Mixing Unit Assem- 
blies mounted on either the 
top or side as desired. 


Write for our latest Catalogue 





names and products that will last! 


SYNAROME 
Tsccniccmeti 

Nerot 80 

Ii ccsvnmnoietinite 

Rese butgore xx 
Denreraue 

Pong 


inte 


= 
de jasmin 


Prenyta 
ie 
a 


. 


Our new catalogue completely 
describes our Mixing and Stor- 
age Tanks, Filters and Agita- 
tators. Write for your free 
copy. The Alsop Engineering 
Corporation, 504 Rose Street, 
Milldale, Conn. 


ALSOP ENGINEERING CORP. 
Filters, Filter Discs, Mixers 


SYNAROME 


BUSH AROMATICS 


INCORPORATED 


SOLE AGENTS 
136 Liberty St., New York City 
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(Continued from page 339) 


Neroline (ethyl ether) .... 2.00@ 2.35 
Paracresyl Acetate ....... 2.15@ 2.75 
Paracresyl Methyl Ether .. 2.50@ 3.00 
Paracresyl Phenyl-acetate . 4.75@ 5.40 
Phenylacetaldehyde 50% . 2.75@ 3.25 

DE Cid Muss Gawsendese 4.10@ 4.65 
Phenylacetic Acid ........ 175@ 2.25 
Phenylethyl Acetate ...... 1.85@ 2.50 
Phenylethyl Alcohol ..... 1.65@ 1.90 
Phenylethyl Butyrate ..... 3.55@ 4.35 
Phenylethyl Propionate ... 3.10@ 4.00 
Phenylethyl Salicylate .... 4.20@ 4.80 


Phenylethyl Valerianate .. 5.60@  6.0( 


Phenylpropyl Acetate .... 4.25@ 4.85 
DD cuvuisaudhccnneobes 854 90 
mentee Ge CORD ccccsscs 3.25@ 4.00 
Styrolyl Acetate ......... 2.15@ 3.00 
Vanillin (clove oil) ...... 1.00@ 4,50 

COE! « ceececcctews 3.00@ 3.05 

RE. Surearerwveveres 3.00@ 3.05 
Vetiver Acetate ...ccccee 30.00@ 37.50 
Violet Ketone Alpha ..... 7.45@ 10.50 


Yara Yara (Methyl ether) 2.25@ 2.80 


BEANS 


OM. ga cKE ead ee es 1.75@ 1.80 
Tonka Beans Surinam .... 1.00@ 1.10 
Vanilla Beans 


NN i ai ewe daw wee 4.75@ 5.25 
Mexican, whole .......... 7.50 Nom’ 
DOUEON: CUE askescvcsevas 6.25 Nom’l 
ME ag cease hae eras 2.85@ 3.00 


SUNDRIES AND DRUGS 


O.. aswadusnessaaske 09@ «14 
Ambergris, ounce ........ 8.50@ 18.00 
Balsam, Copaiba ......... 65@ «70 
UE dvictan davis cenneune 0@ 1.00 
Beeswax, bleached, pure 
a 


SiO We eansadeucheascws 63@ 64 
Yellow, refined ........ 52@ 54 
Bismuth, subnitrate ....... 2.30 


Borax, crystals, carlot ton . 61.25@ 81.25 
Boric Acid, U. S. P., ton ..129.00@133.50 


Calcium, phosphate ....... 08@ .08%, 

Phosphate, tri-basic ..... .0660@ .0730 
Camphor, pwd., domestic . 45@ _ 47 
Castoreum, nat., cams ..... 10.50@ 12.50 
Catal, AMON cccccccavcs 1.50@ 1.55 


Chalk, precip. bags, clts .. 02%,@ 03 
Cherry Laurel Water, jug, 


ME. cdcuvncnenendaneaade 1.25@ 1.70 
Ce: DO idceuwn cusses 2444@ 261% 
ee 4.50@ 15.00 
Cocoa butter. bulk ........ A5S@ ATTY 


Cyclohexanol (Hexalin) .. .214@ _ .22 
Fuller’s Earth, Mines ton .. 27.00@ 30.00 


a ere 2434@ 25% 
Gum Arabic, white ....... 33@ 35 
PD? dattdecatervavaeee 124,@ 14 
Gum Benzoin, Siam ...... 3.50@ 3.85 
PN ccc cnccucaccnens ood 65 
Gum Galbanum .......... 80@ 95 
CN SUE os ceevecennsue 35@ 38 
NG MONEE: écedcwvnwncens 254 .28 
MEE Guan bctidsncvace cade 05a 07 
DO. vudiveevacuna 5.00@ 7.00 
Lanolin, hydrous ......... 28@ 29 
PE <cansadennce’ 30@ ~=32 
Magnesium, carbonate .... .11@ 124 
PE. Sdivegiakawssnwa 354 37 
Musk, ounce ............. 35.00@ 48.00 
Olibanum, tears .......... 20a 29 
WL: “eauwacvules«cas 12@ 18 
Orange Flower Water, gal. 1.75@ 2.25 
Orris Root, Italian ....... HM@~ 21 
MOD, suceccavetacauaded 05344@ 074% 
Peroxide (hydrogen U. S. P.) 
err 034,@ 05 
Petrolatum, white ......... 0634 08% 
Quince Seed ............. 100@ 1.50 
co” ee ee 1244 AS 


ORIGINATORS... 





Danco Quality 


Guaranteed by Reputation 


GER 
5 EAST 19th ST. 


NEW YORK 3, N.Y. 
ORegon 3-6790 


Cable: CODAN, N.Y. 


wee Drees sees 
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Rose flowers, pale ........ 40@ ~~ 50 
Rose Water, jug (gal.) ... 2.00@ 2.50 


Rosin, M. per cwt. ........ 7.50@ 7.55 
SON EEE < skteccedas A0@ —«A2 
SGN ONGr E caccecagaas 245@ 2.60 
Silicate, 40°, drums, works, 

Pee MOU cc sccedcecue 100@ 1.35 


Sodium Carb. 
58% light, 100 pounds .. 1.25@ _ 2.65 
Hydroxide, 76% solid, 100 


MON citacacexeads 3.05@ 4.20 
ee CEE OCCT OCCE 28@ 32 
Stearate Zinc U.S.P. ...... 34@ ~=.36 
WEEE 5 cccneuciscucuswens 1.50@ 1.85 
OMNI ANE a cede Kin cdus 314@ 35 
Tragacanth, No. 1 ........ 2.85@ 3.40 
Triethanolamine'........ 2144@ 224% 
Violet Flowers .......... 1.80@ 1.85 


Zine Oxide, U.S.P. ctns. ... .144@ 144% 


OILS AND FATS 


Castor, refined, drums .... .204@ .20% 
Coconut, crude, Atlantic 

WOON CUED so ccckscaccas.s 1534 
Corn, crude, Midwest, mill, 

WRI oc hieeceveasececas 144, 


Corn Oil, refined, tanks ... — .16 
Cottonseed, crude tanks ... .134%4 


CO WE acadiasnnees 06% 
BAGG; COMORES ci dcsceenss 10% 
Lard Oil, common, No. 1 

WN unéveavantccceues 12Y4@ 12% 
Palm Congo drums ....... . 12% Nom’ 
Peanut, refined tanks ..... jA74@ ~~ «1B 
Red Oil, single distilled 

GED». Kawvdecskccedeas 13@ = «14 
Stearic Acid 

Po ere 164@_ «17 

Double Pressed ........ 14@ = «15 
Tallow, acidless, drums ....  .12@ .12% 
ees CONN exw occcanccas 0634 
Whale oil, refined ....... Nominal 


NEW PERFUME TONES 


FLORALS * BOUQUETS * SPECIALTIES 


OUR SPECIALTIES 


* JASMIN - ROSE - NEROLI - GERANIUM - LAVENDER 
* MUSK - CIVET - AMBERGRIS 


Imported Directly from Selected Producers 


EXPORTERS 


RD J. DANCO), INC. 


IMPORTERS ° 


. MANUFACTURERS 


Fine Essential & Floral Oils, Aromatic Chemicals 


Laboratories: Grasse, France, New York, N.Y. 
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aris 
: * 
Lnternational 


-_ 


air 


FOUNDED 1904 





over 9,500 


exhibitors | 


tt 


from France | MAY 
| MAY 


13 to 


and abroad 29 






Pare de la Foire de Paris 


Porte de Versailles 


Paris 


Special sections for per- 
fumes, cosmetics, packag- 


ing and raw materials. 


INFORMATION 


French Chamber of Commerce of the United States 
630 Fifth Avenue New York 20, New York 
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CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 


Wanted and Help Wanted, S50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED Chemicals, Colors, Pigments, Resins, Solvents, Oils. 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 


WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review, 9 E. 38th St., New York 16, N. Y. 





WILL RENT or purchase small factory for perfumes. Write Box 
2857, The American Perfumer, 9 East 38th Street, New York 16, 
N.Y. 


FOR SALE 


FOR SALE: 1-Standard-Knapp Self-adjusting #429 Auto. Carton 


| Gluer & Compression unit; 3—Colton 3DT Tablet Machines with 


1” punch and die (Send for list of other exceptional buys in tablet 
machines) ; World Auto. and semi-auto. Labelers; Stokes 79-80 
Tube Filler, Closer & Clipper; Vacuum & gravity type Fillers; 
200, 250, 650 & 800 gal. Aluminum tanks; 40, 60, & 80 gal. Stainless, 
Aluminum and Copper kettles. SAVE MONEY BY SENDING US 
YOUR INQUIRIES. We are also in the market for your surplus 
CONSOLIDATED PRODUCTS COMPANY, 14-15 
Park Row, New York 7, New York Phone: BArclay 7-0600. 


equipment. 


500 GROSS POWDER PUFFS, 414” round. 500 gross powder 
puffs 4144” round. Write Box 2858, The American Perfumer 9 East 
38th Street, New York 16, N. Y. 








HELP WANTED 


COSMETIC 


creative cosmetic chemist (28 to 40) to work with topmanagement 


CHEMIST-Exceptional opportunity for a young 


of well-known progressive company in the development of unique 
new products. He will work independently but in a laboratory 
where he has contacts with other creative chemists. Pharmaceutical 
background and some perfumeknowledge helpful. Write box 2856, 
The American Perfumer, 9 East 38th St., New York 16, N. Y. 


SITUATIONS WANTED 





COSMETIC CHEMIST AND PERFUMER GRADUATED seeks 
position with progressive company in N.Y. or NJ. territory. 10 
years of unusual experience. Able to take charge production, 
laboratory, research, formulation and developing high cosmetics 
and shampoos for U.S.A. or Latin America. Willing to start at a 
moderate salary. Write box 2855, The American Perfumer, 9 E. 


38th St., New York 16, N. Y. 





PERFUME CHEMIST-B.S. 614 years experience. Expert com- 
pounder perfume oils, excellent knowledge ess. oils, arom. chem., 


etc. A-l in plant operations. Box 2859, The American Perfumer, 9 





E. 38th St., New York 16, New York. 


The American Perfumer 





PROFESSIONAL SERVICE! 


IMPROVE YOUR FORMULA OR LABEL 


Perhaps | can make your preparation taste better, smell better, 
look better or keep better. 
Labeling and Advertising of MEDICINALS and COSMETICS revised 
te conform with FEDERAL and STATE laws and regulations. 


GEORGE W. PEGG Ph. C. 


Consulting Chemist 
57 Fourth Avenue, East Orange, N.J., Telephone ORange 5-9007 


PERFUME 











“L'ART de la PARFUMERIE par EXCELLENCE” 





|e * 

DR. JEAN JACQUES MARTINAT 
PERFUMER CONSULTANT : C ONSTANT research, skillful blending and e 
Duplicetioes of Mow 2 oo. le development of subtle aromatics by the e 
333 West Sand Stroct, Now York 19, NAY. Tel, Pt. 7-3708. | @ Perfume Chemists of N.B.W. assures the @ 
@ quality of its Essential Oils, Aromatics and © 
® Floral Creations. * 
ALBERT B. PACINI, Sc.D. * ae 
Cosmetic Consultant @ To be sure of constant high quality and lasting 
Processes Products @ consumer acceptance of your products... @ 
208 N. Maple Ave., East Orange, N. J. @ Rely on NEUMANN-BUSLEE & WOLFE, Inc. @ 
Tel.: ORANGE 2-7806 | © where RESULTS have merited your repeat @ 
- business since 1920. e 


NOW AVAILABLE! 


Ree RON a ee HEUMANN-BUSLEE « WOLFE 


By Robert Bushby is 


Third Edition, 1945 . . . $3.00 postpaid . ’ - 7 
MOORE PUBLISHING CO. rt Le ETL a 


Book Dept., 9 East 38th St., New York 16, N. Y. 








Aromatic Chemicals 
LET OUR CHEMICAL CONSULTANTS HELP YOU 
. FOR PERFUMERY AND FLAVORS 
In Packaging Problems . . . Perme- 


ability and Dermatological Studies Isopropyl Quinoline ¢ Ethyl Anthranilate 
. . . Organoleptic Panel Tests on isobutyl Quinoline °* Skatol 
Taste, Odor and Flavor Evaluation. Buty! Anthranilate 


FOSTER D. SNELL. wc. || Tertiary Butyl Quinoline ¢ Butyl Betanaphthol 
Write Today 
for Booklet No. 2A 


ss Chemists 
“The Chemical > ae - , 
Consultant and : Engineers | 
Your Business” 


CHEMICAL CO., INC. 
. New Yerk 6, N. Y. 








Founded 1854 | FIFTH AVENUE 
FEZANDIE & SPERRLE, Inc. || PROTECTIVE ASSOCIATION 


205 Fulton Street, New York City : nd 
HIGHEST STANDARD 142 Lexington Ave. Our Own Building 


New York 16, N. Y. 


Colors and Dyes for Cosmetics, such as 


LIPSTICKS PERFUMES . 
ROUGES LOTIONS 
FACE POWDERS HAMPOOS 45 Years of ‘RESULT PRODUCING” Service 


——- Proves Our Worth. The “TRADES” Recognized 
. CREDIT and COLLECTION AGENCY. 


Your inquiries are invited “TRAVELING ADJUSTORS == RESULTS” 
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Alsop Engineering Corp. .......... 340 Biomass Plantations «...ccessccccces Paris International Trade Fair .... 34 
American Cholesteral Products, Inc. 334 Hazel-Atlas Glass Co. ............ 280 ee ere ee 330 














































Aromatic Products, Inc. .........--- 275 Heyden Chemical Corp. ............ ~~ A eS Serr rrr re = 
eet oS ere rer ree Hoffman, William A. ............. — Polak & Schwarz, Inc. ..........+. 312 
Association of American Soap & Gly- RI NUE: Swi edie xh a0 535 50K0sa0es ee ~\ 
cerine Producers, Inc. .........-- 
Avon Allied Products, Inc. ........ 264 
eee { 
OS See rr ee — 
POT: ces cxncavcnenee nnn 278 
Bopf Whittam Corp. ............-. 336 Interstate Color Co. .......sc0e00: Roure-Dupont, Inc. ..............-- 274 
Bridgeport Metal Goods Mfg. Co. ... 334 penne Cis Gl. G. ccnvccscsaccenss OOO 
Ds Ge ig RG We Bb cv 00055 261, 333 i 
Bush Aromatics, Inc. .............. 340 
ee eee 272 
Scovill Manufacturing Co. .......... 266 
‘ies — . oe Shotield Tube COM. occcccccesces 282 
California Fruit Growers Exchange .. 277 : Society of the Plastics Industry ....... — 
Carbide and Carbon Chemical Divi- Katz, Dr. Alexander & Co. Div. of Solvay Sales Div., Allied Chemical & 
sion. Union Carbide and Carbon _F. Ritter & Co. ..........+.4++- Dye Corp. eee tre Sec ; | 
CORIO occ crcscovccssvccves Kolar Laboratories Inc. ........... 324 Gaal. Poster Da Bae. ooo .oncccccces 343 
Carr-Lowery Glass Co. .............. Klinker Mfg. Co., The ............ 335 Standard Cap & Molding Co. | 
eS rere: EE OEE MED fos oiicdoeesinvceraes 324 facing page 901 
Chiris Co., Inc., Antoine ........-.-- sis Standard Specialty & Tube Co. .... ; 
Classified Advertisements .......... 342 Summit Chemical Product Corp. .... 
Consolidated Fruit Jar Co. ........ 344 uO Ra a 
Cosmetries, Inc. .....--.+--+-+002+5 338 Synfleur Scientific Laboratories, Inc. 284 
PPRROONNS COED) osoicvccesinsecvas -— 
mee: Te Ws CAs. cscciscacencess 338 
EO rer rere rrr 322 
Danek, See, Gareed B.. ..is0<00005 341 Leeben Chemical Co., Inc. ........ -- 
DeLaire Division of Dodge & Oleot' — Leonhard Wax Co., Inc., Theodor .. Tombarel Feres oc coco ccccccccccce fe 
Dodge & Olcott, Inc. ......... ~--- 310 Lueders & Co., George ............ 262 Tennessee Eastman Corp. ......... 302 
Dominion Products, Inc. .......... Tombarel Products Corp. .......... ; 
Dow Chemical Co., The ; Turner White Metal Co., Inc. ..... 
Inside Back Cover 
DUE NR, Fes oi cscnsctccensvess 279 
ene MU GEG. 6 s6scisinnce vce sd 331 
Maryland Glass Corp ....facing page 308 Ungerer & Co. ...... Inside Front Cover 
aes : . . pic Union Carbide and Carbon Corpora- 
Fairmount Chemical Co., Inc. ...... 3 13 tion. Carbide and Carbon Chemicals 
Felton Chemical Co., Inc. .......... 265 Ms oer er een oe _ 
Fezandie & Sperrle, Inc. ............ 343 U.S. Industrial Chemicals, Inc. 
Firmenich & Co. .. Insert between 300-301 Insert between 320-32] 
Fleuroma, RS ss 6 00 sete ee eee eeees 267 Naugatuck Aromatics ............. ae 
Florasynth Laboratories, Inc. ....... 314 Neumann Buslee & Wolfe. Inc. .... 343 
Forster Co., Rene Sa eweevecesecees New York Aromatics Corp. ....... 336 
Breach, Basfomin Hac 20000002- Nobel, Bofors Keats An Be"... = yan Ameringen Hacblr, Ine. 268-26 
- 4 ae between 276.277 Norda Essential Oil & Chemical Co., oi Vanderbilt re - 
nsert between 2(0-2// NS ere get eee ae Laencn oA 273 Waertey @ Co, AUNO oovisccesecccas — 
Northwestern Chemical Co., The ... — Verona Chemical Co. ...facing page 309 
Voss Corporation, Karl ............ 332 
Gair Co., Inc., Robert .......... 270 271 
Givaudan-Delawanna, Inc. 
Insert between 308-309 
Glyco Products Co., Inc ............ Orbis Products Corp. .............. 276 Wagner Co., Robinson ............ -— 
Goldschmidt Corp., The .......... Owens-Illinois Glass Co. ........... 306 Will & Baumer Candel Co., Ine., .. 344 
Gunning & Gunning, Inc. .......... 332 Parento, Inc., Compagnie .......... — WUE, GB ig BO TEs civ vc coavsses Front Cover 




















® A 100% pure, uniformly textured, white bees- 
wax that always retains its quality and consist- 
ency. Will not settle, turn watery or give a curdled 
appearance—emulsions remain stabilized even 
during long periods of shipment, storage and 
display. Write for complete information. 


WILL & BAUMER Candle Co., Inc., Syracuse, N. Y., Est. 1855 









C oNsouipateD 
Established 1858 FRUIT JAR CO. 


Spermaceti Stearic Acid Ceresine Hydistear NEW BRUNSWICK, NEW JERSEY 


Composition Waxes RedOil Yellow Beeswax SHEET METAL GOODS : SPOUTS 













: SPRINKLER TOPS : DOSE CAPS 
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a rose for every purpose 


An entirely new chemical approach has enabled Dow to create 

an outstanding line of Rose products designed for the creative perfumer. 
Foremost among these are Rosottone, Rosottone Supreme 

and Rose Marrakesh. 

= Rosottone makes the “natural” Rose Otto note available for 

even the most inexpensive perfumes, while Rosottone Supreme and Rose 


Marrakesh, a synthetic Rose Absolute, are recommended 


for blends of exceptional quality. A romat 1 cs 
THE DOW CHEMICAL COMPANY «+ MIDLAND, MICHIGAN INDISPENSABLE TO THE CREATIVE PERFUMER 


If you have a product de- 
signed to grace Milady’s dress- 
ing table, the charm and classic 
simplicity of ‘“‘C-39”’ will add 
to its sales appeal and accep- 
tance. And, in addition to the 
beauty and grace of design, you 
are assured the high standards 


of traditional SWINDELL quality. 


C-39 is available from stock in 


3 other popular the following sizes: 2 ounce, 
STOCK BOTTLES 


1, 2, 4, 6, 8 and 16 ounce. May 
Beauty of design, durability, 


uniformity and dependability | { : we send you a sample? 
are characteristic of al] Swin- a | 


DELL bottles, of which these il- 
lustrated are typical. Available 
in sizes for 4g ounce to 160unces 


When you think of bottles, think of 


© 
PRIVATE MOULD BOTTLES 
Creative and imaginative designs 


for private mould bottles—hand 
made or machine made—are a 
SWINDELL specialty. Call on us 
for ideas. 


SWINDELL BROTHERS, BALTIMORE, MD., 40 w. 40th ST., NEW YORK-18, N.Y. - ROBERTO ORTIZ, HAVANA, CUBA 





